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To All Executives Who Appreciate 


GOOD SELLING 








PR OOF 


If you want proof that Caravel 


Pictures get results, check with 


American Can Company 
Atlantic Refining Company, Inc. 
Wallace Barnes Company 
The Bates Manufacturing Company 
Beck, Koller & Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Godfrey L. Cabot, Inc 
Calco Chemical Company, Inc. 

S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc 
Davis & Geck, Inc 
Dictaphone Sales Corporation 
Eastman Kodak Company 
The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Distillers Products Corporation 
National Lead Company 
Premier-Pabst Corporation 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 

The Texas Company 
U.S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 











E invite you to see a Caravel picture and 
investigate results. 


Why? Because Caravel pictures are designed 
for only one purpose—to increase sales. And that's 
exactly what they do. 


For example: Six thousand new and desirable 
dealers. An order stepped up from 250 to 350 
units (an increase of approximately $20,000). Pur- 
chases by one of America’s largest stores built 
up from ten to fifty thousand dollars. 


True, your business is “different.” 


But—selling is selling, whether it’s blankets or 
biscuits, collars or corsets, paint or pipe, dyes 
or Dictaphones! 


Among the pictures we have made—to meet 
repeatedly a wide variety of selling problems— 





there's a picture that will suggest for your com- 
pany a highly profitable motion picture program. 
You owe it to yourself to see that picture, 


either in our local projection rooms or at your 
own headquarters. 














CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue e Tel. CIrcle 7-6112 
Chicago ¢ Tribune Tower ¢ Tel. SUPerior 3422 
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Designed Especially for Business Film Use. Filmosound “Commercial” 
includes only those features essential for business use. Hence, it 
is lower in price and easier to transport and use. Capacity serves 
offices, showrooms, and moderate-sized auditoriums. There are 
other Filmosound models for every need, including the Filmoarc. 
which provides arc illumination for presenting 16 mm. soun 
films before large auditorium audiences. 


PRECISION-MADE 
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HEN you spend thousands in research 

V4 and equipment to produce a good prod- 
uct, you’re not going to show it in a pushcart. 
For no matter how good your product may be, 
its sale depends on how good prospects think it is! 

Today, many products are made irresistibly 
attractive to buyers by the use of commercial 
talking pictures. This modern selling vehicle 
commands undivided attention while the com- 
plete sales story is told and absorbed. It tells 
the prospect what your product will do for 
him—with a finality not approached by any 
other medium. For business films prove every 
sales point by demonstrating it! 

Showmen of business, like Chrysler, Ford, 
General Motors, Frosted Foods, National 
Dairy, Sun Oil, and hundreds of others present 
their sound movie films with Filmosound Pro- 
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ct in a PUSHCART! 


jectors. They prefer Filmosounds for theater- 
like presentations—sparkling pictures and 
faithful tone quality. Compact, easy to operate, 
lastingly dependable, Filmosounds are built 
by the makers of preferred professional Holly- 
wood equipment. Bell & Howell Company, 
Chicago; New York; Hollywood; London. 
Established 1907. 

HOW TO DRAMATIZE YOUR PRODUCT 


and solve sales and public relations problems with 
business films is told concisely in this 36-page illus- 
trated booklet, SHOWMANSHIP, To- 
day’s Formula for Selling. Send coupon 
for your copy. 


Let Your Secretary Mail Coupon 
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BELL & HOWELL COMPANY 
1808 Larchmont Avenue 
Chicago, Illinois BS 6-39 


Send booklet, Showmanship. Include (_) details on Filmo- 
sound Projectors for business use. 


Company 
Address 
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THERE’S MORE 
THAN 
SHOOTING and SHOUTING 


. .. when it comes to producing a motion 
picture. 


Naturally, Industrial Pictures offers pro- 
duction facilities capable of meeting any 
and all demands — studios designed ex- 
pressly for producing business sound films 
—a sound stage developed in collabora- 
tion with RCA engineers for maximum 
utility in meeting the exacting requirements 
of commercial pictures. 


And besides the most advanced equipment 
available, you will find here a staff of 
skilled technicians, whose experienced 
expertness is assurance of maximum 
economy, commensurate with the high 
quality of production which is their creed. 
But, while technical skill plays a vital part 
in every successful production, it would be 
a valueless asset without the guidance of 
trained creative minds. 


For, long before the cameras start to grind, 
your problem must be understood and 
analyzed ... an idea born .. . a story con- 
ceived and written. And into that process 
must go the knowledge of your problem 
and of human nature, the creative power 
and showmanship, of a staff trained to 
transform prosaic problems into dramatic 
presentations of sight, sound and motion. 
That’s why we say there’s more than “shoot- 
ing and shouting” when it comes to pro- 
ducing a commercial motion picture that 
“clicks.”* It’s an organization job, and its 
effectiveness will be a reflection of the pro- 
ficiency of every department — contact, re- 
search, creative, production and executive. 


Industrial Pictures invites your most care- 
ful consideration of this organization and 
its ability to serve you in this highly spe- 
cialized field. 
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INDUSTRIAL PICTURES INC. 


4925 CADIEUX ROAD + DETROIT 


MOTION PICTURES 


ILLUSTRATIVE 
PHOTOGRAPHY 


SLIDE FILMS 


FACILITIES IN NEW YORK @ DETROIT e HOLLYWOOD 


VOLUME 
ONE 

















BUSINESS SCREEN 





“Ike Magazine of stented to Chinas Wi... 


Contents 


Cover Subject: from “Highlights & Shadows” 
Courtesy Eastman Kodak 


RI ee aati ae mS ese ed 12 
I a direc hl cn ss bn ks ah cbt wera umn wath ema ates 15 
Television, A Retail Store Development ..................... 16 
The World Fairs’ Best Salesman ......................0000.. 17 
Westinghouse Films the Fair in Technicolor ................... 17 
Ten Minutes of Chrysler Selling ...... 2... 0... ccccccccccccee 18 
The New Films, A Page of Reviews .......................... 19 
Were These the First Advertising Films? ..................... 20 
For Men Only ... But Wives are Welcome ................... 21 
Terminex: A Case Story of Film Selling ...................... 22 


and THE 1939 EQUIPMENT REVIEW 


# Business Screen Magazine, issued by Business Screen Magazines, Inc., Twenty 
North Wacker Drive. Chicago, Illinois on August 1, 1939. Editorial Director, O. H. 
Coelln, Jr.; Managing Editor, R. C. Danielson. New York Offices: 122 East 42nd 
Street, Phone Murray Hill 4-1054. Eastern Advertising Manager, Jack Bain: Eastern 
Editorial Representative, Robert Seymour. Acceptance under the Act of June 5, 1934, 
authorized February 20, 1939. Issued 8 times annually—plus 4 Visual Education 
Numbers (not circulated in the business field) . Subscription price: Domestic $2.00 for 
eight numbers (of Business Screen). 50c the copy. Foreign, $3.00. Publishers are not 
responsible for the return of unsolicited m.s. unless accompanied by stamped, self- ad- 
dressed return envelope. Entire contents copyright, 1939, by Business Screen Maga- 
zines, Inc. Trademark Reg. U. S. Patent Office. 


NUMBER 
EIGHT 








BUSINESS SCREEN 





te he 











HALUSTRAVO WASTER SALESMAN 


USED BY: Bethlehem Steel - Coca-Cola + Ford + General Electric - DuPont - Nehi + Lever Bros. - Goodyear - 
Bendix + Sinclair + Johns-Manville + Lucien LeLong «+ Celotex + Packard + Dodge «+ Kraft-Phenix - 





ILLUSTRAVOX is the accepted modern sales training 
and selling tool . . . proved by more than 200 leading 
firms who are using over 30,000 machines. ILLUS- 
TRAVOX will make better salesmen faster and at 
lower cost than old methods of training . . . will 
actually sell more merchandise for you . . . and 
will do it now! 
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. THE NEWEST MODEL 
Designed for small group show- 
ings and individual sales solicita- 
tions, the Model 108 is small and 
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JUNIOR Model 108 


light in weight as convenient 
Newest Illustravox, for individ- to carry as a brief case. Though 
ual and group showings up to ] - } os a f a 
25 people. 100 Watt extensible Ow in cost, there Is no sacrilice of 


projector—adequate ventilation 
convenient film loading. Ex- 
cellent tone and volume. Crys- 


quality, utility or performance: 
sturdy construction—plays both 








tal pickup with long arm {or 12” and 16” records—large film 
proper tracking on 16” records. magazine—carrying compartment 
for records and small screen—re- 


mote control for convenient oper- 
ation. A powerful sales tool out 
of all proportion to its small size 
and low cost. 





JUNIOR Model 101 H 

A popular all-purpose machine. 
100 Watt projector shows bril- 
liant 6 foot pictures or can be 
used with small desk screen. 
Excellent tone quality and am- 
ple volume for any size group 
up to 150 persons. Plays 12” 
or 16” records. 

















YOUR perfected sales story recorded on 12” or 16” 


records is simultaneously illustrated with graphic still THE SALESMAKER = 
A complete portable theatre in 
pictures, projected thru 35mm_non-inflammable films. a single case. Put it on desk 
or table, unfold, plug-in and 
Your sales message will be more dramatic, powerful your sales message goes into 
ae ~ action. Projector shows pictures 
and convincing and will be repeated every time ex- on translucent screen in front of 
case, providing unrestricted vis- 

actly the same way. ion for moderate groups. 








ILLUSTRAVOX is the most economical medium. The equipment cost is so low as to 


make widespread distribution practical. The expense of duplicate films and records PRICES RANGE FROM 
with 


is so little (only a few dollars per set) they can be widely circulated é 

frequent changes to fresh material. The machines are so simple that they can be THE SENIOR 90 00 
set up for operation instantly . . . and operated by any inexperienced person anywhere. 5 SS oe 34 s 1 h 
MADE by the oldest manufacturer of sound equipment, engineered to assure perfect eet Weak ees oF ae @ 10 * 
performance every time, they have been time and field tested by thousands of users. nM OCOCNIDING ON VWre)s) si 
BETTER salesmen and more forceful sales methods are paramount in modern mer- Susan “gy gee AND QUANTITY 
chandising. ILLUSTRAVOX gives you both—at low cost. Write for full particulars! 














lilustravox machines are made under patents 2121910, 2056921, 
2067835, 1448279, 1643670, 2056784, 2078321, 2070226, 
2139152 and 2144565 owned by The Magnavox Company, Inc. 


Electro - Acoustic Products Division of 


AGNAVOX 


e PIONEERS IN SOUND SINCE 1911 @ 


FORT WAYNE. INDIANA, U.S.A. 
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"All of Our Operations Out af 


o7 Cities Use 


Screens” 






REC.U.S. PAT. OFF. 


MODERN TALKING 
PICTURE SERVICE, Inc. 


CP PRILLIANT and reliable salesmanship has been demonstrated 
to hundreds of thousands of the nation’s salesmen on Da-Lite 
Sereens,” writes Mr. Arlinghaus. ‘“‘We selected Da-Lite screens years 
ago because of their superior advantages in picture quality, conven- 
ience and reliability. All of our operations out of 57 cities use Da- 
Lite Screens for showing all of our own syndicated sales training pic- 
tures and the films which we distribute for our clients. When clients 
ask us about screens for the projection of their own films, our men 


are glad to recommend Da-Lite equipment.” 







To users of business films, this statement by the head of one of the 


Phrty ao 


leading organizations of professional projectionists is further assur- 


ance of the high quality and value of Da-Lite equipment. Da-Lite 


+ 
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ao ae Sereens are available with White, Silver or Glass Beaded surfaces in 
. . ‘ ” 
all types of mountings. Prices have recently been reduced. The 30 


Scene from “HOW TO MAKE YOUR x40” Challenger (shown here) is now only $12.50 (slightly higher 
SALES STORY SELL” in Pacifie Coast States). Other styles as low as $2.00. 


This and other popular syndicated sales-training pictures featuring 








the practical instruction of Richard C. Borden and Alvin C. Busse 


have heen shown on Da-Lite Screens by Modern Talking Picture NEW CATALOG NEW 
















Service, Inc. to the salesmen of scores of prominent companies in 

cluding Aetna Casualty and Surety Company; Bell Telephone Com +5 LOW PRICES ! 

pany of New Jersey; Coca Cola Company, Graybar Electric Com se 

pany and Libby, McNeill & Libby . ’ r 
eR a Mail Coupon Now! 

Screen illustrated above which can be set up anywhere in 15 sec Va 

onds, yet folds compactly for easy carrying and storing DA-LITE SCREEN COMPANY, INC. 


Dept. 8B, 2723 N. Crawford Ave., Chicago, Ill. 


Without obligation to us please send your new 48 


page catalog, containing valuable data on screens 


and the new low prices on Da-Lite equipment. Also 
send the name and address of the nearest Da-Lite 
distributor. 


Name ceeeececcese 
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IN SOUND PROJECTOR UTILITY 
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_ a NEW VICTOR Series 40 Animato- 
phone contains all the industry has strived to 
achieve since the event of the |6mm sound film. 
Its Add + A + Unit features make available a multiplicity 
of uses heretofore requiring several different types and sizes 
of projectors. These features make it economically adaptable to 
public address service, phono-record reproduction, radio amplification, and sound recording — and only 
the Victor Animatophone provides all these Add + A+ Unit features. Truly the motion picture projector + ADD MULTIPLE SPEAKERS 
of today and tomorrow. 

This 16mm Sound Motion Picture Projector is so compact, so easily portable, and so brilliant in per- 
formance that it is destined to become the standard of comparison. 

Likewise, new standards of performance have been achieved with unsurpassed quality of sound and 
simplicity of operation. Your request will bring complete catalog information. 


fj 


+ ADD A RECORDING UNIT 


A recording unit suitable for mak- 
ing clear, full toned and inexpen- 
sive transcriptions, is available as 
a part of Victor Add +A + Unit 


equipment. Details on application. 








CORPORATION 


DAVENPORT, IOWA, U.S.A. 
CHICAGO + LOS ANGELES - NEW YORK 


+ ADD A CENTRAL 


RADIO SYSTEM + ADD A RECORD TURNTABLE 
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HE service which commercial 

film producers extend to their 
clients is necessarily broad and in 
clusive. Well-accustomed to pains- 
taking research and lengthy mer 
chandising surveys, the producer's 
staff acts as guide and interpreter 
to the user of the medium as well 
as fulfilling the actual productional 
assignment. The turning of the 
camera is often just a short final 
step carefully taken in a direction 
marked after a year and more of 
finding the right way. 

Such an assignment was under 
taken in the production of a film 
for Godfrey L. Cabot, supplier of 
carbon black, a pigment used in a 
wide variety of paints, lacquers 
and plastics, in quick-drying inks 
for modern high-speed presses and 
as a reinforcing agent which triples 
the strength and wearing quality 


of rubber “saving a nation on 
wheels more than fifty million dol- 
lars a year in costs alone”, 

The story of carbon black is 
highly technical. It involves the 
physical determination and con- 
trol of tiny particles too small to 
be seen even through the most 
powerful microscope. The cus- 
tomary way to tell such a story to 
technical men is by means of a 
scientific paper. This method has 
obvious limitations. 

In view of the considerable 
amount of illustrative material re- 
quired to present this story com- 
prehensively and vividly, and in 
view of the need to show flames in 
action, Godfrey L. Cabot, Inc. de- 
cided to blaze a new trail in the 
exposition of a scientific subject. 
The result is Inside the Flame — 
a scientific paper presented 
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through the medium of sound mo- 
tion pictures and produced by 
Caravel Films, Inc., New York 
City. 

The story itself is fully told in 
an accompanying brochure. But 
its translation into motion pictures 
took more than a year of pains- 
taking study and experimentation 
by Caravel technicians. 

In order to obtain the shots of 
the flames in the hot-houses, a 
number of hoppers had to be cut 
away (thereby creating new prob- 
lems in ventilation), flood-lights 
had to be placed underneath the 
framework, and the moving pic- 
tures had to be shot through Pyrex 
glass inserted in the walls of the 
hot-house. 

This problem became immensely 
complicated when a close-up of the 
scraper (pictured under the Fore- 
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A blue-ribbon industrial motion picture and ts 
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accompanying brochure tell the highly technical 
story of carbon black to the equally-shared benefit 


of science, the product's users and the sponsor . . . 


word in the booklet) was at- 
tempted. The camera had to be 
placed in a narrow alley between 
two hot-houses, and the camera 
man had to endure a temperature 
of about 300 degrees while he cap- 
tured this particular action pic- 
ture. The tripod was badly blister- 
ed. The smell of ether gave warn- 
ing that the emulsion on the film 
was in danger of melting and evap- 
orating. And the blistering re- 
marks from the camera man con- 
veyed an unmistakable urgency 
for speed! 

* The foreward to the beautifully 
illustrated brochure (which F. 
Burnham MacLeary of the Cara- 
vel staff wrote) is by the sponsor. 
Its summary sets an example for 
any business: “we present “Inside 
the Flame” ... to be seen by all 
that may be benefited thereby.” 








To Buyers Of Slide Films: 


SARRA, 


INC. 


I~ OIL IN PALAIS PLO IIL NI IIS OAD LP ALG IED III LOO LN IS OLIN ENE LILA LIONS 


PRODUCES AT ALL TIMES COLOR OR 
BLACK & WHITE SLIDE FILMS OF THE SAME OUALITY 
AS THEY ESTABLISHED IN THE PHOTOGRAPHIC ILLUS- 
TRATION FIELD. NO PRODUCTION 
rOO BIG OR TOO DIFFICULT 
FOR US TO HANDLE 


¥ oh ot 





DIVISION OF SARRA, 


INC. 


SLO RAIL JI II AAA nny 16 East Ontario Street : e HI om AG Oo 
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Business you never had before 
now can be yours with 








XPLAINETTE is the machine you 
have been asking for. LIGHT in 
weight. LOW in price. SMALL in size. 
STURDY in construction. FINE in 
appearance. It makes available for a// 
your salesmen a powerful selling tool 
tor direct sales to individual consumers. 
It now opens that great field for you. 
The EXPLAINETTE weighs just a 


little over 14 pounds including pro- 


jector... measures only 10%” high, 
11” long, and 534” wide. It can be car- 
ried as easily as a brief case... so 


light you can lift ic with your little 
finger. Simple to operate as turning on 
a radio. It can be purchased for as little 
as $29.00 and up, depending on quan- 
tity, size of projector and current. 

Here, then, is a machine that your 
salesmen will take to enthusiastically 
It will open more doors for them. It 
gives your product a drama that words 
or pictures alone can not convey. It 
makes certain your salesmen present 
your productas it should be presented. 
It is a great new selling technique 
thiat will pay large rewards to those 
who utilize it in direct sndiridual con- 
sumer selling. 

Films and recordings are available 


from producers at prices in harmony 


with the low cost of EXPLAINETTE. 


Your present productions also can be 
used with this machine. . . for it will 
take up to 16-inch records, 100 watt 
projection, and can be used with large 
sized wall screens. Its newly designed 
amplifier with matched speaker pro- 
duces a clarity of tone unsurpassed 
and the volume is comparable to hun- 
dred watt projector units that have 
been available in the past. 


What you get in 
EXPLAINETTE 
Sound Slidefilm Projector Unit 


Standard equipment includes either 
SVE Projector Model ‘‘Q” 100 watt 
or Model ‘*M”’ 50 watt or Model a ald 
50 watt. Unit also includes built-in 
screen; phonograph turntable for 10, 
12 or 16 inch records; Operadio heavy 
duty 5-inch Permanent Magnet Dy- 
namic Speaker and 2-tube amplifier 

. . matched for clear natural tone and 
controlled volume. Easily serviced 
Sturdy all-steel construction. Stowage 
for four 10-inch records, four film 
cups, needles, 10-foot power cord. 
Operates on 110 volt 60-cycle A.C. or 
A.C.-D.C. current. $29.00 and up de- 
pending on quantity , Size of projector 
and current. 


The Small, Light-Weight, Low Cost 


Sound Slidefilm Unit that 


Opens Up an Entire New Field. . . the 


CONSUMER Fill 








FOUR GROUPS OF MEN 
TOLD US WHAT THEY WANTED 


@ The Producer Said: Give us a low priced unit that will let us put 
on a good show for thie individual consumer. Make it small, light-weight, 
efficient. Be sure it projects brilliant pictures. Make the sound clear and 
natural. Make it easy to operate. Build it strong and rugged so it will 
stand all kinds of abuse. Give us that kind of a machine, and we can go 
out and sell our productions to a field we hardly touched before . . . the 
great individual consumer field. Producers tell us EXPLAINETTE meets 
those specifications. 


e@ The Advertising Agency Said: Give us a machine that our 
clients can use in direct contact with the consumer. If you can get up a 
sound slidefilm unit that is so inexpensive and so easy to carry and oper- 
ate that every salesman selling the consumer can and wi// use it, then you 
will literally revolutionize direct consumer selling. EXPLAINETTE meets 
those requirements, too. 


@ The Sales Manager Said: I'm for anything that will help my 
men on the firing line get more orders, but I've got to keep the selling 
expense down. Sound slidefilm selling is fine... but to date it’s too 
expensive for me to use, and too cumbersome for my salesmen to carrj 
Make it low in price, light in weight, and simple to use. That kind of a 
machine will up consumer sales tremendously. Mr. Sales Manager has his 
machine in EXPLAINETTE. 

@ The Salesman Said: | was sold on my oun product through 
sound slidefilms .. . and if they sold me, they will sell the public. But 
I’m a salesman and don’t want to be a peddler. Give me a small, light- 
weight, good looking job . . . not much bigger than a brief case. It’s got 
to be low in cost, too. Give me that kind of a machine and I'll have no 
trouble selling Mr. Consumer. EXPLAINETTE fills the bill. 











Note the ease with which your sales story can be presented to the individual consumer. 


hic resen EXPLAINETTE is the result of intensive quality sound slidefilm unit for consumer sell- 
The screen is in the top cover of the unit. No fuss . . . no bother. 


research by Operadio an organization ig...backed by the reputation which 

EXPLAINETTE requires little space on executive's desk. long known as pioneers. ..one of the _ has distinguished every Operadio prod- 
oldest firms in the Sound Industry... uct. Itis sold through all accredited Sound 

the world’s largest loud speaker manu- _ Slidefilm producers. (Patents Pending 


tacturer. In EXPLAINETTE you have a 
WIRE or write your Sound Slidefilm PRODUCER 
and Telegraph Company and 


for full particulars, or communicate with 
iP Western Electric Company, Inc 


MANUFACTURING COMPANY 


Pioneers in Sound 
Also makers of EXPLAINITONE, the larger sound slidefilm unit for group selling 
Dept. BS7 St. Charles, Illinois 
Export Division: 145 West 45th Street, New York City 


All Operadio Systems are Li- 
censed by Electrical Research 
Products, Inc., under U. S. pat- 
ents of American Telephone 








Hundreds of Thousands 
Have Been Thrilled by the 
Year's Top-Ranking Film— 


“IN TUNE WITH 
TOMORROW: 


Showing at the 


CHRYSLER CORPORATION 
NEW YORK WORLD’S FAIR EXHIBIT 


George Ritchie, New York Sun: 








' It 
-|makes the usually dull mechanical)! 
story of the assembly of a Ply-| 
ojmouth car into a fifteen minute 
-|reel in a comfortable little theater, 

that packs more laughs and|. 
imagination and ingenuity than ai, 
Disney classic. 
rysler film, 35mm., sound 
is pethaps the biggest movie hit at the 
Fair. Its title, “In Tune with Tomor- 
row,” is an appropriate one, for doubt- 
less few visitors at the Fair have ever 
seen a movie of its type: 

















Sales Management — July 1, 1939 


The Ross Federal Interviewers report that the 
Chrysler-Plymouth three-dimensional movie has a 


clear lead in popularity among the Fair visitors. 


(Producer’s Name on Request) 











BEHIND the SCREEN 


EDITORIAL NOTES & COMMENTS; 
NEWS OF THE FILM INDUSTRY 


* CLosER TO realization than ever be- 
fore is Business Screen’s proposal for 
the industry’s first annual equipment 
show. Such an exhibition, held on a 
small scale in Chicago or New York 
with daily demonstrations of modern 
sound equipment, would draw a large 
attendance from commercial and edu- 
cational users. 

By simply including examples of the 
finest work produced by our commer- 
cial film “majors” and the offering of 
discussion and lecture programs by 
qualified authorities available from all 
sides of the field, we will accomplish 
a great deal in making the film medium 
more accessible to many groups of 
users. Business Screen has gone a long 
way in acquainting many business ex- 
ecutives of the potential uses of the me- 
dium but it will help clinch the argu- 
ment to put on a well-staged perform- 
ance of what films can do to sell them- 
selves. 


* We expect to have to issue a whole- 
sale round of apologies to the manufac- 
turers whose lines we were unable to 
properly display in Business Screen’s 
first annual Equipment Review con- 
tained on the latter pages of this issue. 
No attempt was made in this section 
to judge or classify the equipment ac- 
cording to merit, etc. To one and all we 











simply say that we thought there ought 
to be a first pioneering attempt to build 
such a feature; that we dared to ven- 
ture into it knowing full well its diffi- 
culties. Because 16mm. sound projec- 
tors are widely used in the field, they 
are listed first and somewhat exten- 
sively; next in importance because of 
widespread use came the soundslide 
projection equipment. 


* Business Screen does offer one real 
service. In the “Buyer's Guide” listings 
on Equipment Section Page XVII we 
offer a most convenient way to obtain 
complete literature on certain lines 
without obligation. Merely send in 
your request with your card or busi- 
ness letterhead and we'll see that your 
order is filled completely and promptly. 


* One firm who used to offer sound 
slidefilin equipment in these pages re- 
cently contested comments we made 
editorially regarding the “pioneering” 
of low-priced projection units by an- 
other firm. For their benefit and yours, 
we'll explain that these comments 
didn’t refer to the national origin of 
this equipment, etc. but merely to its 
appearance in that particular firm’s 
own advertised line . . . because the 
only pioneers officially recognized are 
those with registered patents. Unfor- 


+ HEADLINES OF PROGRESS 


In Motion Picture Production! 








1910 — Company incorporated to do National business. 

1922 — Used more new Panchromatic negative than all 
Hollywood. 

1929 — First Commercial producer to use Cinecolor. 


1931 — Changed completely from silent to sound technique. 


1935 — New and larger studio, sound stage and laboratory 
completed. 


1936 — RCA Recording System installed throughout studio 
and plant. 


1938 — Greatest business year in history of company. 


1939 — Automatic developing machine control for film 
processing installed in laboratory. Perfected Koda- 
chrome technique for commercial use. 


SINCE 1910 — The Oldest Commercial Film Producer 





RAY-BELL FILMS, INC. 


Saint Paul, Minnesota 














tunately there aren’t any registered patents, to our 
knowledge, on the size or price of sound slidefilm 
projectors. There are a good many on various other 
features of the equipment. But that’s another story. 
So today we are going “pioneering” into the Wiscon- 
sin woods . . . if can we raise the price of gasoline 
for our car. 


Establishes Equipment Supply Department 


* Nu-Art Films Inc., New York, has established an 
equipment and supply department in addition to a 
large variety of 16mm. and 8mm. Sound and Silent 
Films, now sold and released exclusively — offering 
to dealers, roadshowmen and home users, “Com- 
pact” portable screens of every type and size. Also 
a solution to clean films, as well as a light box for 
viewing motion pictures, and a unique optical 
method to eliminate all unnecessary reflection and 
annoying glare. New specialties will be added from 
time to time to meet an ever increasing demand. 


Official New York Fair Producers 


* In the terms of the Official Motion Picture Photog- 
raphers of the New York World’s Fair who have 
the exclusive rights to make industrial motion pic- 
tures, stock shots, and home movies, Mr. Whalen’s 
spectacle is the world’s largest and most elaborate 
studio for the production of industrial films. 

With field headquarters in the Communications 
Building, with Leslie Winik, Executive Producer and 
Edward Ruby in charge of Fair Production, the 
Official Motion Picture Photographers have set up 
within the Fair Grounds, complete facilities for pro- 
ducing any type of motion picture, in sound, color, 
and black and white. 
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PERMANENTLY ATTACHED REEL ARMS FOR 

QUICK SETUP Reel Arms permanently at- 
tached; merely swivel into position for in- 4 
stant use. Accompanying belts, always at- 
tached, swing directly into position. 






MTN 





OPTICAL SYSTEM 
CONVENIENTLY ACCESSIBLE 
OR CLEANING 





1900 WATT ILLUMINATION PROVIDED 
Amprosound Models X and Y are approved 
by the Underwriters’ Laboratories for 
1000 Watt Lamps. A 750 Watt Lamp is \ 
normally furnished as standard equip- 


ment but can be interchanged with 1000 N 
Watt Lamps. Reflector and Condenser \ 
lenses are mounted on front cover for ~ 


quick cleaning. 





SOUND OPTICAL SYSTEM 
The light from the exciter 
lamp is projected directly 
and optically onto the 
photo cell without the 
losses or distortions nor- 
mally encountered when 
mirror, prism, or mechani- 
eal slit is used. 


; ie 


OTHER AMPRO FEATURES 


The new Amprosound Models “X” and ““Y” which list 
at $275 and $295 respectively also offer you: Con- 
venient operation with all controls centralized on one 
illuminated panel; such extreme quietness that a 
sound-proof case is not required; threading as simple 
as on a silent projector; and the fastest of automatic 
rewinding without the slightest damage to film. Send 
coupon for full details. 





Projector 
Offers All 


PRO, 


| 
PRECISION CINE EQUIPMENT | 
| 
| 
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Ampro Corp., 2839 WN. Western Ave., Chicago, Ill 
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film and without damage to the film. 


4 


from flapping. 


CLAW MOVEMENT 


FILM PROTECTION — TRIPLE 
CLAW ACTION FOR MOVING 
FILM A triple claw is used 
for moving film, engaging 
three sprocket holes simul- 
taneously. Film with two 
adjacent torn holes can be 
successfully used. Ampro pat- 
ented “kick-back"’ movement 
lifts the claws from the 
sprocket holes before with- 
drawing, eliminating film 
wear. Take-up compensator 
prevents starting strain. 

The light pressures ap- 
plied to the film at the 
aperture gate and sound 
head greatly increases film 
life. 





lease send me the new 1939 Ampro Catalog. I am particu- 
larly interested in: 
| New Amprosound Models “X” and “*Y”’. 
Ampro l6mm. Silent and Convertible to Sound Projectors. 
] All Ampro l6mm. Sound Projectors, including Ampro-Are. 
] Ampro 16mm. Continuous Projectors (for Displays — 
World’s Fair and Convention Exhibits). 
NOME ceocccccccccessscceses 
dddrese ...005. 


Clty cecccccssccsces o. aoe State. 


BS-839 


Asics sence ces cane mir een eenneada erences nes 


SOUND LOOP SYNCHRONIZER Permits per- 

fect synchronization of picture and sound 

by the exact forming of sound loop. 
Guesswork is eliminated. Resetting of 

, sound loop accomplished without stopping 
/ projector when loop is lost through faulty 









7 SMOOTH SOUND ENTIRELY FREE FROM 
4 WAVER The Ampro “SOUND” is free from 
“WAVER AND DISTORTION” due to its 

' finely balanced fly-wheel, mounted on air- 

| plane type grease sealed ball bearings, and 

} Ampro’s patented film guides. Curved film 

guides placed before and after the sound 

drum and sound sprocket prevent the film 


—— 5 
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* Quite a few commercial studios 
have produced a series of general 
training films for new salesmen. 
They teach “from the ground up”. 
Why doesn’t someone develop a 
film which will be devoted to re-in- 
spiring the discouraged salesman? 
* : 7 

For example: how about 
“What's The Use?” for the theme? 
The introduction would frankly 
admit that salesmen do become 
discouraged. However, this very 
discouragement symbol can_be- 
come the open sesame to rejuvena- 
tion. Before approaching any pros 
pect, ask yourself, “What’s The 
Use . . . to which this man can 
profitably or economically put 
my product?” Answer that ques 
tion thoroughly 
thusiastic about the answer... 
and go in and sell it to him! 

* 7 


Somewhere we read: “Ther 


. become en- 


never was a time when it mattered 
less whether a person could read 
and write. The writer who puts 
ideas before words can rejoice that 
his potential audience has risen 
from thousands to millions.” That 


means us, doesn’t it? 
* * * 


A sound engineer (shy fellow 
he wants his name _ withheld!) 
writes in to inquire why the Orson 
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Welles’ “First person — singular” 
technique, with its “confidential- 
on-mike-voice” hasn’t been em- 
ployed in commercials. With all 
the stories we have that combine 
off-screen narration and lip-synk 
episodes, there’s certainly room for 
the device! 

*. . am 

Word for the man who resigns 

beacuse of salary differences: “1- 
come-patibility”. 

* . - 


If a product competes with 
many other brands within the 
same general class— why not a 
film based on a performance con- 
test between that product and a 
hypothetical opponent which will 
embody every “exclusive and out- 
standing” feature of all the com- 
petitors? 

n 7 . 

The Bible and its pungent quo- 
tations are a powerful force in 
American life. Odd that commer- 


AN D 
ON BU S 


CAMERA EYE 


COMMEN T 
inESS FUEL M S 


cial movies and slide films have 
used such quotes so little. A select- 
ed series of them could well form 
the basis for a most effective sales 
training film. 
om * o 

Apt slogan for any merchandis- 
ing-creative writer to have on his 
desk: 
“Would you—if it were 

your money?” 
om * * 

* As the editors of Business Screen 
scanned the month’s pictures, one 
stand-out production earned par- 
ticular attention, not only for the 
film itself, but because of a thor- 
oughness in planning and promo- 
tion which is readily apparent. The 
film, somewhat laboriously titled 
Reflecting our Confidence in the 
Future of America, was produced 
for Anheuser-Busch, Inc., by The 
Jam Handy Organization. An ex- 
cerpt from an explanatory release 
to dealers tells the “inside story” 


in the sponsor's own words: 

* An enormous amount of thought 
and labor has been put into a new 
Anheuser - Busch sound - motion 
picture that we know is going to do 
much good for you, your organiza- 
tion and the product and institu- 
tion which vou represent. 

We, who have labored over and 
thought about this sound-motion 
picture, came out of the experieenc 
with the clear-cut conviction that 
its presentation to you provides an 
opportunity for us all to take a 
good, square, profitable look at 
ourselves and ask: 

(1) Who am I? 

(2) Who is Anheuser-Busch ? 

Answering the first question: 
vou are not only an individual, but 
a part of Anheuser-Busch, which 
is a farflung organization and not 
just a name on a letterhead or a lot 
of buildings far away from you. 

Answering the second question: 
Anheuser-Busch is a definite part 
of the economic entity which we 
proudly call America. The custom- 
ers who buy our product are as 
much a part of the Anheuser- 
Busch segment of America’s econ- 
omy as are the malt house, the bot- 
tling plant or the adding machines. 

The good-will of those tens of 
thousands of Americans who are 











How about having your FILM 








Among those for whom 
we have produced 


WORLD'S FAIR INDUSTRIAL FILMS 


are 
National Cash Register Co. 


International 
Business Machines Inc. 


Ford Motor Car Co. 
British Gas Utilities 
Swedish Government 
Turkish Government 


Japanese Government 














FAIR CONDITIONED? 


1,250 acres and $155,000,000 in sets — the most elab- 
orate motion picture “studio” ever available — is 
now at your disposal through The Official Motion 
Picture Producers of the New York World's Fair. The 
whole Fair with its unique backgrounds, buildings 
and scenes offers a once-in-a-lifetime opportunity 
to raise your film far above the plane of ordinary 
industrial pictures. 


To World’s Fair Exhibitors 


Make your exhibit pay additional dividends by 
showing it at sales conventions, dealer meetings, 
and using it for other promotional purposes, as well 
as for your own permanent records. Such a film will 
have a value that far outweighs its modest cost. 


To Non-Exhibitors 


The World's Fair undoubtedly offers innumerable 
opportunities to show applications of your product 
or service. Let us tell you how these can be ingen- 
iously capitalized at moderate cost. 


An Exclusive Service at Low Cost 


We have within the Fair Grounds complete facilities 
for producing any type of motion picture, in sound, 
color, or black and white. Our mobile apparatus, 
lighting equipment, and crews of technicians con- 
stitute a complete production studio with the broad 
industrial experience and highly specialized knowl- 
edge necessary to show the Fair at its best. 


A library of 100,000 feet of 35 mm film of every 
worthwhile Fair shot — day and night, is also avail- 
able on a footage basis. 


We, as Official Motion Picture Photographers have 
the exclusive rights to industrial productions, stock 
shots, and home movies at the New York World's 
Fair. Because of these diverse activities and our 
concentration of staff and equipment, we are able 
to make pictures at low cost — quickly. 


Address all inquiries to 


OFFICIAL MOTION PICTURE PRODUCERS + N.Y. WORLD’S FAIR 


1441 BROADWAY, NEW YORK, N. Y. 


FIELD OFFICES 
COMMUNICATIONS BLDG. 
NEW YORK WORLD'S FAIR 


PRODUCTION OFFICES 
729 SEVENTH AVE. 
‘EW YORK, N. Y. 


LABORATORY 
441 W. 55TH ST. 
NEW YORK, N. Y. 
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our customer family is essential to 
the financial health of Anheuser- 
Busch, which means you and me. 
If we help build up their moral, 
physical and economic confidence 
—we have done them a service, 
ourselves a service, and America a 
service. 

That brings us to the new sound- 
motion picture Reflecting Our 
Confidence In America. If you 
think that this picture will or was 
intended to jolt people into sud- 
denly scurrying around buying 
Budweiser, you are going to be 
thoroughly disappointed. This mo- 
tion picture was not designed as a 
tool for immediate sales. This pic- 
ture was designed deliberately and 
carefully to be a business founda- 
tion builder — using confidence for 
stones and good-will for mortar. 

Have you ever asked yourself 
why a man goes into business - 
any business at all? Surely, it isn’t 
because he wants to eat today. His 
friends would feed him for a day, 
for a week or longer. He goes into 
business because he thinks of the 
future and his continued stability 
through every day of the future. 
And the future is not some vague 
thing on a dim horizon. It is on you 
in the next moment 
ean blink an eye. 


before you 


Definition of a Sale 


Your new motion picture is ad- 
vertising, yes — part of Business’s 
steady, long-haul. drop-on-the- 
rock advertising . . . advertising 
that is calculated to stay with peo- 
ple, not wow them. Every wow in 
the history of advertising has end- 
ed in a poof. 

The man who thinks a sale is the 
mere exchange of a product for 
money Is no salesman. 

A sale is really something with a 
slow and vague beginning — and 
it has no end. It is slow and vague 
in beginning because consumer ac- 
ceptance always begins that way. 
The consumer reads about a prod- 
uct in an advertisement. If it is 
not purely a bargain-price adver- 
tisement, he gets an impression 
about the product. Subsequent ad- 
vertisements expand that impres- 
sion and shape it. 

Eventually he buys. Either he is 
pleased by the product or he isn’t. 
If he isn’t pleased, all the whoop- 
ing and shouting that the adver- 
tising continues to do will not keep 
him sold on the product. If he is 
pleased, subsequent advertise- 
ments remind him of the wisdom 
of his choice, keep him sold on the 
product and keep repeat sales 
clicking along. 

Budweiser's advertising - 
whether on posters, in magazines, 


NUMBER EIGHT 


or newspapers or in motion pic- 
tures thinks always in terms of re- 
peat sales, not a sale. Some adver- 
tisers are content to get their prod- 
ucts on the dealers’ shelves. We 
want to get ours on-and-off the 
shelves — repeatedly. 

Dealers are more interested in 
selling beer than in selling a brand. 
In order to build sales for Bud- 
weiser we, and not the dealer, have 
to work on the consuming public. 


An Implement of Goodwill 


Your new sound-motion picture 
is one of our implements for work- 


ing on that public . . . gaining their 
confidence and good-will . . . mak- 


ing them partners of the Anheuser- 
Busch buying and selling machin- 
ery. 

In your own interest, you should 
not judge the new picture by com- 
paring it with our earlier produc- 
tion Something More Than Beer. 
These two films were intended to 
do entirely different jobs with en- 
tirely different groups of people. 

There is a definite contrast in 
concept between our two pictures 
and their spheres of usefulness. We 
know that a trip through our plant 
has a very favorable effect upon 
distributors and retailers. Our first 
picture was designed specifically 
to take those distributors and re- 
tailers through the plant via a pic- 
ture distributors and retailers 
who could not visit the plant in 
person. It is a “plant” and “prod- 
uct” picture, of primary interest to 
those in the beer business and of 
lesser educational interest to the 
public at large. In our “plant” pic- 
ture we talk of ourselves, our age, 
our size, our facilities, our skill, and 
our choice of ingredients and we re- 
veal facts of self-interest to the 
beer dealer audience for whom the 
picture was primarily designed . . . 


Pointing to Re-Employment 


Your new picture was designed 
to lead other business men to imi- 
tate us and thus develop concerted 
action to reverse the attitude of 
defeatism and turn the direction of 
American thinking back to the 
road of employment. Thus, it was 
designed to meet the self-interest 
of a wide-spread public audience, 
treating as it does with a subject 
that is closer to the heart of each 
individual in America than any 
hobby or incidental or sectional in- 
terest. As far as the public is con- 
cerned, this is our purpose .... 

This second picture, Reflecting 
Our Confidence in America is de- 
signed to reach the public, — your 
public, — the people whose good- 
will you depend upon for your fu- 
ture sales and stability. 












For Audiences 
Of Any Size 


SLIDEFILM 
PROJECTORS 


Are Available 
In Many Styles 


When you specify S.V.E. equip- 
ment in your sound slidefilm 
units or for silent projection, no 
compromise is necessary on bril- 
liance of pictures, film protection, 
or convenience of operation. 
S.V.E. slidefilm projectors offer a broad selection in style of model, 
light capacity, lenses and other accessories, ranging from 50 watt 
units for contact salesmen to 300 watt projectors for showings to the 
largest audiences. Each model (even the lowest in price) has a pat- 
ented heat-absorbing filter to reduce the heat on the film and a releas- 
ing rear aperture glass to protect the slidefilm from scratches. 

You may choose equipment for slidefilms only or the versatile Tri- 
Purpose which shows single or double frame slide films and 2” x 2” 
glass slides. 





S.V.E. Model G, 300 Watts 


Send for *“More Brilliant Stilis’’! 


Users of slidefilms, silent or sound, will find 
valuable data on efficient projection in this 
interesting folder. Mail the coupon for your 
free copy now. 


ee 





| SOCIETY FOR VISUAL EDUCATION, Inc. 4 
Dept. 8B, 100 East Ohio Street, Chicago, Ill. | 

| Without obligation to us, send “More Brilliant Stills” and full details on 

l S.V.E. projectors including the name of the nearest producer-dealer. | 

1 BEE ah dao cares | 

1 Firm Name i 

| Address . a ee ' 
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Thousands for Good Films but 
How Much for Good Projectors? 


Like Catalogs that are Never 
Distributed . .. Sound Slide Films 
are Valueless Unless They are 


Shown to ALL the Audiences! 


WEBSTER ELECTRIC 


Winaudio 


REG. U.S PAT OFFICE ind 


ind 


is Quality Equipment at 
a Less-than-Quality Price 


Thousands of business concerns own one or more Sound Slide Films, 
competently produced and of proven worth in sales and advertising 
programs — which do not receive maximum effectiveness because 
an insufficient number of projectors is available to show the films 
to the large number of audiences responsive to a showing. 


Good Sound Slide Films, like your catalogs, are worthy of their 


hire, but, like your catalogs, the results are dependent upon the 
number of prospects they reach. 


Good projector equipment costs money, but — in the long run 
cheap ones cost more than good ones! And you can buy a large 
number of good ones for less than you pay to have the average 
film produced. Particularly if you buy the Webster Electric Cin- 
audio, for here is a quality projector at a less-than-quality price. 

The Webster Electric Cinaudio is available in two models (illus- 
trated at the right). The Cinaudio “Cub” is now being used in large 
quantities by well known national advertisers. 


Because this company specializes in the manufacture of a broad 
line of sound equipment devices, it stands to reason that it is better 
equipped tomanufacture good Sound Slide Film Projector Equipment. 


Note the details of both models as set forth to the right and then 
write for complete details and prices. 


Licensed by Electrical Research Products, Inc. under U. S. Patents of American 
Telephone and Telegraph Company and Western Electric Company, Incorporated 


WEBSTER ELECTRIC COMPANY ¢ RACINE, WISCONSIN, U. S. A 
Export Dept.: 100 Varick St., New York. Cable Address: “ARLAB,” New York 


Webster 





MY CAKES ARE 
ALWAYS GOOD 

WITH MY NEW 

ELECTRIC RANGE 





THE “CUB” CINAUDIO 7 


a. 


Plays 16" records at 3343 R.P.M 
. has high quality crystal 
phonograph Pick-up 6 feet of 
cord and plug for 110 volts A.C 
.. 50 watt lamp, separate switch 


THE 





Plays up to 16” records at 3313 
RP.M high fidelity crystal 
reproducing unit 100 watt 
lamp for 110 volt 60 cycle A.C 
or A.C.-D.C. operation sepa- 
rate volume and tone controls . 


ELECTRIC 
eacine 


combined volume control and 
power switch . . . double convex 
condensing lens, heat absorbing 
meniscus, double aperture plates 


speaker in cover with 10 


feet of extension cord... uses 
35MM film strip . projects pic- 
ture 234 x 3'% feet dimen- 
sions 6" x 10" x 14 weight 


only 13 pounds 


STANDARD CINAUDIO 


emergency motor board light to 
facilitate changing records 
needles, or making adjustments 

uses 35MM strip, movement 
of which may be operated by re- 


mote control . . . speaker housed 


in cover of case with generous 





length of extension cord and fool- 
proof polarized plugs high 
quality power amplifier which 
reproduces entire audible range. 


Electric 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 
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* Now tuat the figures for the first six months of 
1939 are in, a report to executives on the progress 
of the commercial film medium offers plenty of 
encouraging data: 

* Distribution figures show wide extension of 
facilities throughout the country; actual case rec- 
ords (reported elsewhere in this issue) report 
theatrical bookings for one sponsor in the neigh- 
borhood of nine thousand; another showed a spon- 
sor’s film to a total of 21,753 audiences with a 
total of 7,178,490 persons in attendance. Equally 
fine records are being attained by professional 
projectionist organizations and by sponsors them- 
selves where equipment is carried by representa- 
tives in the field. Since distribution is the key to 
film success, it would seem that the doors are 
opening wide for even wider use of films next fall. 
* Reception of frankly commercial film subjects 
such as Union Pacific, and Wells-Fargo by enthu- 
siastic movie fans from coast-to-coast furnishes 
illuminating evidence against the prejudices of a 
few self-interested and self-appointed Hollywood 
oracles. 

* Announcement of improved projection equip- 
ment at lower prices by all sound motion picture 
projector manufacturers and increasing spread of 
equipment in the field was another noteworthy 
trend indicating increasing film use. 


* The addition to our advertising pages in this 
number of outstanding sound slidefilm projector 
manufacturers may also be noted for the benefit 
of sponsors. The national reputations which these 
firms bear, their extensive manufacturing facili- 
ties and years of experience in the sound field 
augur well for the future of this type of equip- 
ment. The makings of a great national drive for 
production and use of the sound slidefilm are 
present and as first announcement of the part 
which Business Screen can play in pointing out ex- 
tended use of the medium, we bring you the news 
of an entire section of our October publication to 
be devoted to the sound slidefilm. Reports from 
executives and particularly interesting articles 
on the checking of effects and the results of the 
medium among sales organizations will be includ- 
ed with the extensive discussion and charts on the 
uses of slidefilms in the field of business. 


* The progress of color has been cumulative with 
the report now showing that quality rather 
than economy still rank first in the commercial 
user’s ratings. Noteworthy productions in color 
for the period are the Technicolor films for Na- 
tional Biscuit and Westinghouse; a series of “min- 
ute movies” and the Cinecolor production for 
Hills Brothers Coffee now showing at the San 
Francisco Fair. 

* The usefulness of the “documentary” type of 
production continues to be recognized though 
the popularity of this type of factual film report- 
ing will be diminished by the activities of propa- 
ganda organizations loudly sponsoring such films. 
The communistic bugaboo is more pitiful than im- 
portant but the use of the stamp has undoubted- 
ly influenced its popularity. 


NuMBER EIGut 


























ly the clothing business they call “em schlagers. 


Gyps, in the furniture business, turn out borax. 


But in the commercial film industry we haven't got a name for the guy 
who calls himself a producer because he once pointed a news camera 


at Garbo. 


But when he says he'll make your next picture for only $792.23 (look, 
he has the figures!) because the film in his camera is smaller and takes 
twice as many pictures and because his overhead is very, very low, ete.. 
ete., the wise business executive who appreciates the power and use- 
fulness of the successfully applied film medium ought to have a tag for 


this kind of bird. 


In Hollywood they call °em fly-by-nights and a hastily dished up mess of 


their so-called entertainment is a quickie. 


You can’t call °em amateurs and you can’t blame the equipment they 
use. No well-informed amateur would attempt to produce the kind of 
big-league motion pictures and slidefilms it takes to achieve success and 
results today. Professional producers use all kinds of equipment but 
they know and smart buyers know that it isn’t what you put in the camera 
that affects the majority of picture costs but what you put before it. That 
means adequate talent, expertly written scripts, sets, props and the like. 
It wouldn’t cost a hundredth less to shoot the average production in six- 
teen millimeter stock but even if it did, professional studio equipment, 
professional sound and image results today demand theatre-quality tech- 


nique earned through years of experience. 


So put some kind of tag on the guy who says he can do it cheaper and 
kick him downstairs. It will save you a lot of money in the long run and 
put you that much closer to the kind of real results we spend most of our 


time telling about in these pages. 


Ont Coclln 


EDITOR 
July 25, 1939 
























































—_ 





15 








A DEPARTMENT STORE EXPERIMENT 
OPENS A POTENTIAL FILM FIELD 


@ A television network of depart 
ment stores which will utilize the 
“tele-sales” sight-and-sound mer 
chandising system to show shop 
pers the wares of national adver 
tisers, is planned by the American 
Television Corporation, who re 
cently demonstrated the system 
successfully at Bloomingdale's in 
New York. 

Tests last month elicited the 
statement of Ira A. Hirschmann, 
vice president and sales director of 
Bloomingdale’s, that “tele-sales” is 
the most important new merchan 
dising medium offered to depart 
ment stores in many years, remark 
ing further that “the clarity and 
incisiveness with which merchan 
dise is televised from our own 
studio and seen by customers on 
all floors simultaneously make the 
new medium a ‘must’ among sell 
ing methods”. 

The plan provides specifically 
that leading stores will be equip 
ped with “tele-sales”, the appara 
tus including cameras that scan 
filmed as well as living subjects. A 
filmed continuity promoting the 
products of several national ad 
vertisers will be shown hourly in 


BLOOMINGDALE CUSTOMERS WATCH A TELECAST PROGRAM ON ONE OF THE 


each store so equipped, rates for 


such advertising to be determined 
by clocked audits of customer cir- 
culation and the number of stores 
in the network. Besides the equip- 
ment, the American 
‘Corporation will 


Television 
provide each 
suitable store with two engineers 
to operate the studio and receiving 
equipment. 

‘Controlled television’, accord- 
ing to its sponsors, permits the ad- 
vertiser to make his appeal at the 
very point where the sale can be 
rung up. If the customer is moti- 
vated to buy, he is not at home 
where he can postpone his pur- 
chase. He is in the store, where he 
may have come to buy one item 
but remains to examine others be- 
cause he is attracted by the mira- 
cle of television. Besides creating 
multiple purchasers, the merchant 
offers his patrons the opportunity 
to shop by television, and if there 
is no regular broadcasting in his 
vicinity, he is in the position of 
being the first to introduce the new 
art to his community. 

The first film expressly made for 
these telecasts was being produced 
by Audio Productions last month. 


KINETS LOCATED ON A 


lower floor and connected to a central studio (shown right and above) by coaxial cable, 
thus escaping the difficulties of outside interference, et« 
performances at all times 





and assuring dependably good 








THE NEED FOR 
AVIATION FILMS 


A stimulating letter offers 
further impetus to Aviation 


film progress 


—by H. Canfield Cook 











@ One evening this past winter I 
addressed a large audience on the 
subject of air transportation. I 
told of the progress that has been 
made since the world war when I 
was actively associated with avia- 
tion. Of the speed and comforts af- 
forded by the modern leviathans of 
the skies. Of the vast network of 
airways that link the cities of our 
nation and the capitals of the 
world. How this speeding up of 
communications is shrinking the 
earth’s time size and profoundly 
influencing the conduct of interna- 
tional affairs. At the conclusion of 
my discourse, many questions 
bearing on the subject matter, 
were asked by the audience. Just 
as questions began to lag and the 
chairman was about to close the 
discussion period, a little girl of pos- 
sibly nine years, piped out shrilly 
from one of the front row seats — 
“Mister, what makes ’em stay up”. 


What makes ’em stay up, indeed? 
How many oldsters but would like 
to ask that question if they did not 
think it too elementary? How 
many other questions along the 
same line remain unanswered in 
their minds? If the public knew 
more of the answers, would it help 
the air industry? I think it would. 
I believe it would be the shortest 
route to converting that vast ma- 
jority who do not fly because they 
are afraid of what they do not un- 
derstand. 


Thousands have been spent in 
films that tell an entertaining story 
of flight. That revea! glorious vis- 
tas (mountains usually excepted) 
from the air. That dramatize the 
linking of widely separated com- 
munities. That give glamour to 
life above the clouds. But has any- 
one shown John Public why he 
won’t be dizzy when he looks 
earthward from a speeding plane, 
but possibly would be if his van- 
tage point were the observation 
deck of the Empire State Building. 
My experiences with audiences of 
various ages and sizes, in metro- 
politan and rural communities 
from one coast to the other, con- 
vinces me that where aviation is 
concerned people want facts and 
more facts. They are thirsting for 
knowledge on this new and revolu- 
tionary form of transportation. 





Never was a time more ripe for 
films with a background of solid 
reality, telling a straightforward 
story of achievement, unattended 
by an aura of artificial glamour. 

The air industry is going to need 
“Young America” to build and op- 
erate the air liners of the future 
and — buy the tickets that will 
keep them filled. Show these young 
people without fanfare, what they 
must do to plan their careers in 
aviation and they can be depended 
upon to “sell” air transportation 
to those upon whom the industry 
must now depend. Although to- 
day millions are unemployed the 
air industry does offer definite, 
withal limited, opportunities for 
youth. The industry seeks person- 
nel, qualified through proper train- 
ing. This need will increase in pro- 
portion to expansion and a healthy 
expansion depends on the avail- 
ability of skilled help. And even 
now on occasion there is a dearth 
of skilled mechanics. A few months 
ago, at a time when the wheels 
were scarcely moving in some air- 
craft plants, I was told by the per- 
sonnel director of a more fortunate 
establishment, that over four hun- 
dred needed men could not be 
found among applicants present- 
ing themselves for employment on 
that particular day. Their training 
was inadequate. What an oppor- 
tunity this would have presented 
to those properly equipped through 
an advance knowledge of the in- 
dustry’s requirements. 


Publicity values change in these 
swift moving times. There was a 
day not so many weeks ago, when 
the departures and arrivals of 
trans-oceanic airliners rated prom- 
inent space on the front pages of 
our newspapers. One must search 
for these items now. They’ve been 
relegated to the inside pages along 
with “steamship movements” .This 
is a high price to pay for achieve- 
ment but it indicates a goal hard 
won. Air transportation has be- 
come an integral part of the world’s 
communication services. Flying is 
a casual business so far as news re- 
ports go. But flying is still far from 
being a casual business in the eyes 
of the public. It has to be sold. Not 
with an aura of glamour but with 
facts. The publicity ceiling is still 
unlimited. Whether the approach 
be through to-day’s prospective 
ticket holders or through those 
ticket holders of the future, for 
whose hopes the sky is literally the 
limit, but who depend on sound, 
fundamental public relations pro- 
grams, to safely chart their course. 
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AgOUND TH COWNLE AGOUND THE WORDED 


Business Screen’s own camera reports the waiting 
lines at the Chrysler, Coca-Cola; other Fair theatres 


e World Fairs BEST SALESMAN! 


@ Iv isn’t the urbane Mr. Whalen 
who does the best job of selling 
now that the New York Fair is 
hitting its mid-summer $s stride. 
Grover takes a back seat to the 
hundred-odd films and 
moving visual displays that are 
stopping the throngs and making 
them come back for more. From 
Aetna to Zellerbach, the pictures 
are packing “em in at New York 
and San Francisco. 


several 


Since, as Business Screen has 
always argued, a good commercial 
film is, in itself, a veritable World’s 
Fair, it isn’t any wonder that the 
theatres of Coty, Macfadden, Na- 
tional Biscuit, General Motors, 
Johns-Manville, Household  Fi- 
nance, Chrysler and Metropolitan 
Life are “naturals” where the ex- 
hibitor and his public meet on the 
most excellent basis possible. For 
the visitor gets restful air-condi- 
tioned comfort and a well-present- 
ed sales story which reasons with 


The Middleton 


Family ian 


the intellect the while it entertains 
with humor and variety. The ex- 
hibitor may be quite satisfied with 
the knowledge that a _ potential 
customer has listened to an institu- 
tional presentation of his business 
for a lengthy period and with max- 
imum receptiveness. 

That all sounds pretty fanciful 
but the preliminaries of Business 
Screen’s authoritative survey of 
the New York World’s Fair reveal 
that an average of 11 minutes is 
spent in each commercial movie 
theatre by visitors attending these 
showings and a great majority of 
the films presented have a direct 
selling appeal. Straight selling 
reaches its zenith in such pictures 
as Chrysler-Plymouth’s In Tune 
With Tomorrow where audiences 
watch with unabated interest the 
assembling of a Plymouth automo- 
bile for almost ten minutes. (See 
next page) 

The animated color film Pete- 


the Movies 


* When “Bud” Middleton and his fellow conspirator, Grandma Harri- 
son, at last manage the unmasking of Nick Makaroff for their beloved 
“Babs”, it is a safe bet that the story of the Middleton Family will have 


a pretty tight hold on the hearts of audiences from Nantucket to San 


Diego. Just now the *Middletons” are faces on the cutting room floor 


at Audio Productions Long Island studio and in the Technicolor lab. By 


mid-August they will be ready for formal introduction by Westinghouse 
and Fuller & Smith & Ross executives who supervised the $70,000 Tech- 
nicolor film production, The Middleton Family at the New York Fair. 


By way of prevue, the story embraces the adventures of the Middle- 


ton Family (advertised in full color pages by Westinghouse in national 
ads these past weeks) at the New York World’s Fair. Most of the action 
centers around the Westinghouse building with its thousand and one 


electrical miracles. Production in Technicolor by Audio Productions, 


Inc., was directed by Robert R. Snody, with Reed Drummond, film 


executive of Fuller & Smith & Ross, in charge for the client. George 


Lewis, Marjorie Lord, Jimmy Lydon, and Harry Sherman are in the 


cast of well-known players which also includes radio actor Ray Perkins. 
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Roleum and His Cousins presented 
as the feature attraction of the 
Petroleum Industry exhibition is 
typical of a number of public rela- 
tions pictures, wherein entertain- 
ment carries the subtle theme of 
the sponsor. In this case, however, 
the animating technique is too ob 
vious and the sponsor's message 
apparently subordinated to experi 
ments with stop-motion photog 


raphy, novel puppets and color 


technique. 

In contrast to this, however, the 
first Walt Disney all-color “com 
mercial” brings out Mickey Mouse 
as a National Biscuit patron and 
an accompanying Technicolor 
short subject introduces Walter 
O’ Keefe in Around the Clock With 
the Cues. The entertaining antics 
of the familiar Mickey make an 
ideal combination with the almost 
straight selling of the O'Keefe 
short. Comfortable theatres at 


(Please turn to the next page) 
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TEN MINUTES 
of Chrysler Selling 
and they love it! 








ABOVE): PRODUCER-DIRECTOR JACK NORLING SUPERVISES PRODUC 
tion of the three-dimensional Chrysler film, In Tune With 
Tomorrow and (below) A diagram illustrating the projec 


tion technique employed for this picture 
courtesy of Photo-Technique Magazine) 
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(Continued from previous Page) 
both the New York and San Fran- 
cisco Fairs earn National Biscuit 
the accolade for superb showman- 
ship and what will undoubtedly 
prove to be among the outstanding 
selling accomplishments of the 
World’s Fair year. 

Animation certainly has its day 
at the Fairs. General Motors, Met- 
ropolitan Life, Aetna, Planters 
Peanut, Addressograph, Bromo- 
Seltzer, Paraffine and the Cali- 
fornia Prune-Growers are among 
the sponsors of animated subjects. 
The prize-winning Once Upon a 
Time, Metropolitan Life’s humor- 
ous fairy-tale of safety education, 
is present at both Fairs. The 
Bromo-Seltzer exhibit brings a 
newcomer, young Douglas Leigh, 
into the producing realm with an 
animated cartoon talkie embody- 
ing the same technique for which 
his two animated cartoon signs on 
Broadway in New York are fa- 
\ weekly audience of over 
125,000 persons is said to be re- 


MOUs. 


corded regularly before the six-by- 
cight foot screen which is the label 
of a huge bottle of Bromo Seltzer. 


* From this point on the Fair films 
seem to divide into two distinct 
classifications with a possible third 
for comparison. First there is the 
public relations film without di- 
rect bearing on the company’s 
business such as Macfadden’s I'll 
Tell the Wolrd and the Household 
Finance Company’s feature at- 
traction, Happily Ever After with 
its accompanying straight-enter- 
tainment subject, An Evening 
with Edgar A. Guest. The second 
group would include only those 
straight selling industrial presenta- 
tions such as Yale & Towne’s Hun- 
dred Horsepower Hands and Home 
Defence; Coty’s Symphonies in 
Fragrance and Air-Spun Flattery 
for Your Face; Johns-Manville’s 
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industrial-educational 
films showing uses for J-M prod- 
ucts and Hills Brothers Cinecolor 
feature, The Story of Coffee. The 
possible third group would em- 
brace showings such as General 


series of 


Electric’s Excursions in Science, 
Du PontsWonder World of Chem- 
istry and the familiar United 
States Steel color subject Men 
Make Steel. It is difficult though 
to separate these groups from this 
point on for all selling is compara- 
tively “indirect” although the 
fruits of the showing may directly 
benefit the business. 
Safety education benefits the in- 
surance companies, improved pub- 
lic understanding helps the loan 
company, the steel corporation, 
and so on. 

It is also hard to find any fault 
with the many film showings. If 
any exist it is in the failure of a few 
to take full advantage of the me- 
dium’s educational and entertain- 
ment force. This is one of the visi- 
ble hazards of an over-arty ani- 
mated subject, of a tedious unre- 
lieved industrial of the “factory 
run-around” type. Fortunately 
there are few of these since the 
majority of subjects were entrust- 
ed to skillful, experienced produc- 


ers. 


sponsors 


Hollywood 
ducers 


“entertainment” pro- 
have nothing of conse- 
quence on exhibition; practically 
every movie and slidefilm is the 
work of a recognized commercial 
“major” and the results, in attend- 
ance and interest, seem to prove 


Three -Dimensions 
Assembling of a 


with Polaroid Make 
Plymouth a 


that the client and producer both 
knew their business and how to tell 
other folks about it. 


* While most of the film subjects 
at the World Fairs are acceptable 
entertainment (with a few notable 
examples to be discussed later), 
the New York Fair grounds offer 
some of the finest examples of me- 
chanical stupidity of operation and 
all-around bad showmanship to be 
found anywhere. 

The editor of Business Screen 
visited most of the well-publicized 
showings and interviewed many of 
the projectionists. As a member of 
these audiences, seeing excellent 
films prepared for entertainment, 
he was as sadly disappointed as 
they must have been at the care- 
less operating technique. These 
findings have borne out 
strongly in the careful survey and 
complete film now being concluded. 

Exhibitors accepted full union 
supervision and rates and are ob- 
viously finding that professional 
projectionists supplied them are 
less qualified to operate the aver- 
age 16mm. equipment than school- 
children. Careless supervision of 
sound is the most obvious failing. 
Although excellent equipment is 
available, apparently little at- 
tempt is made to check the recep- 
tion of the picture and sound, with- 
in the auditorium when each day’s 
showings are begun. These failings 
in operating technique should be 
checked for the audiences cannot 
otherwise fail to carry away a bad 
impression of the whole perform- 
ance, 

*A vote of thanks goes to Na- 
tional Biscuit for helpful coopera- 
tion accorded Business Screen’s 
fair representative. From the Sim- 
plex projector to the DaLite 
Screen to the Frick Air Condition- 
ing to the 262 American seats, the 
National Biscuit show is a shining 
example of co-ordinated planning. 


been 


the 


Dramatic Hit 


* Playing to capacity at every show, the Loucks and Norling-produced 
three-dimensional movie In Tune With Tomorrow is one of the out- 
standing hits of the New York World’s Fair. Presented in the Chrysler 
building theatre, the “stereo” film introduces Major Bowes as com- 
mentator and proceeds to show the assembling of a Plymouth car. Parts 
appear to hang in mid-air; are thrust forward as if floating above the 
heads of the audience and then magically assemble themselves into the 


finished automobile. 


On a “shooting script” based on the breakdown of the Plymouth car, 
producer-director Jack Norling painstakingly developed the unusual 
sequences which are set to specially written music. George Steiner and 
Phillip Sheib wrote the score for the musical “action.” For example the 
musical visualization of a squad of bowlegged Scots on parade illustrates 
the situation where tires roll in, wobbly. Every foot of the animation was 
taken by stop-motion. Other “firsts” for this producer include the first 
use of dialogue shown in stereo and the first use of stereo color. 
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@ Previewed last month in New 
York was National Carbon’s new 
fall promotional program for 
“Eveready” ‘“Prestone”’, anti- 
freeze product. For completeness, 
ranging all the way froma straight- 
entertainment Mickey Mouse to a 
dramatic feature, few film promo- 
tional programs had this one beat. 

The entire production, which is 
handled in the form of An Evening 
At The Movies, was supervised by 
Wilfred S. King, director of indus- 
trial motion pictures for J. M. 
Mathes, Inc. He has been assisted 
in this department by Lawrence 
A. Weaver, Jr., on production, and 
Paul Gangelin, scenarist. These 
gentlemen worked constantly in 
the closest cooperation with Henry 
A. MacMullan of National Carbon. 

Mickey Mouse at a Filling Sta- 
tion, which is part of the “Ever- 
ready” “Prestone” program, had 
already been seen nationally as an 
entertainment feature. 

March of Time’s first industrial 
picture tells the laboratory story 
of “Everyready” “Prestone”. Un- 
der the title of Anti-freeze — A 
story of Scientific Research, the 
development of automobile protec- 
tion is traced from its beginnings 
to its present perfected form, in 
which it is responsible for some of 
the outstanding trends in present 
automobile construction. All shots 
for this picture were made in the 
“Eveready” “Prestone” labora- 
tory. This picture was produced by 
Thomas Chalmers, with Beverly 
directing, voice by Van 
Voorhees, and camera by Charles 
Gilson, Frank Follette and Rich- 
ard Maedler. 

Coming Attractions was pro- 
duced by the West Coast Sound 
Studios (New York City). This 
feature treats “Eveready” “Pres- 
tone’s” merchandising plan for 
1939 after the fashion of a motion 
picture house’s sales talk on sched- 
ule features. The voice is by Dell 
Sharbutt. 

Rip Van Winkle, Jr., the 
“Eveready” “Prestone” feature, 
was also produced by West Coast. 
In charge of productions was H. 


Jones 


NEW YORK STATE TROOPERS QUIZ RIP IN AN AMUS. 
ing scene from the new Eveready Prestone 
feature Rip Van Winkle. 


WEST COAST (N.Y 
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G. Christensen, directed by Mar- 
tin Henry, with Johnny Graham 
as assistant director. The scenario 
is by Paul Gangelin, of J. M. 
Mathes, Inc., voice by Jean Paul 
King, and music by Jack Silkret. 
A cast of twenty is headed by 
James Kirkwood, ace star of the 
silent movies, later a director, who 
recently completed a two-year run 
as Jeeter Lester in Tobacco Road. 
Mr. Kirkwood plays Rip Van Win- 
kle, and the role of Rip Van Win- 
kle, Jr. is taken by Wilfred Lytell, 
brother of Bert Lytell. 





WILDING 


STORE DISTRIBUTION OF FAMILY CIRCLE MAGA- 
zine is shown in the publication’s new film 
What Is This Power Over Women. 


Within the ‘Family Circle’ 


* Latest in the rising number of 
magazine promotional subjects is a 
straightforward film presentation 
of its readership, based on surveys, 
by Family Circle Magazine. Pro- 
duced by Wilding, What Is This 
Power Over Women, presents 
reader studies by L. M. Clark, Inc.; 
Facts, Consolidated, and Ross- 
Federal. 

* * ot 
* Kolynos, through the Chicago 
Film Laboratory, have just pro- 
duced Styles In Smiles for distribu- 
tion here and abroad. 

* * * 
* RecENT RELEASES: Everybody's 
Business for the Tea Bureau by 
Wilding; Miracles of Moderniza- 
tion for Federal Housing by Pathe 
Commercial; Reflecting our Confi- 
denec in the Future of America for 
Anheuser-Busch, Inc., by the Jam 
Handy Organization; Modeled for 
Distinction for Chevrolet by the 
Jam Handy Organization (the- 
atrical). 


For Scientific Presentation 


* One of the most unusual techni- 
cal presentations yet created in 
motion pictures has been complet- 
ed by Audio Productions, Inc., for 
Ciba Pharmaceutical Products, 
Inc., to describe the new drug 
“Coramine” for the medical pro- 
fession. The Picture, in four reels, 
is completely documentary in the 
evidence of reactions and charac- 
teristics of “Coramine” in the prac- 
tice of medicine. 

The film has been in production 
through the past four months. 
Contracts were signed last Spring 
with A. D. Brewer advertising 
manager of Ciba Products by A. J. 
Wilson, Vice-President of Audio, 
in charge of commercial film activ- 
ities. The Audio staff, long estab- 
lished in the production of techni- 
cal films collaborated with Dr. E. 
Oppenheimer, of the Ciba organi- 
zation, in preparation of the script 
and presentation of the special ma- 
terial on the Herman 
Roessle directed production. The 
film has been planned for circula- 
tion to the medical profession and 
interested audiences. 


screen. 


A Beich 
Candy Co. 
ad film 
is *“‘shot”’ 
by 


Ray-Bell 





* Theatre screens will soon carry 
the “minute-movie” subject being 
filmed above for the Beich Candy 
Company by Ray Bell, Minne- 
apolis producer, in the Chicago 
Columbia Broadcasting Studios. 
The girl is singer Evelyn Lynne. 


Remington Awaits Fall Season 


* Soon to get under way is the fall 
gun selling season. In the mean- 
time, the Remington Arms Com- 
pany, through Hugh Sharp, Jr., re- 
ports that the Company’s new film 





is expected to improve demonstra- 
tions by jobber’s salesmen. 

Of the film, a recent note anent 
its use says in part: 

“Our film was made to be used 
in connection with a general sales 
promotion program in an effort to 
induce jobber’s salesmen to dem- 
onstrate our products more effi- 
ciently to retailers. 

“So far we have no reliable in- 
formation as to just how much 
good it has done because the real 
gun selling season has not as yet 
gotten under way for the fall trade 
period. We are hoping, however, to 
have many more meetings with 
jobber groups before the fall sea- 
son gets under way and so by the 
end of November we hope to have 
a much better idea of the success 
of our first film venture.” 


The Fisk Tire Program 


* To H. R. Hurd, advertising man- 
ager for The Fisk Tire Company, 
the New Films editor owes a vote 
of thanks for this very complete 
statement on the Fisk program. A 
letter from Mr. Hurd states: 

“This film is really the third reel 
of what eventually will be a three 
reel picture. The first two reels will 
deal with manufacturing processes, 
whereas the third reel is the dem- 
onstration of what our Safti- 
(Please turn to the next page) 


New Soundslide 
Film Trains 
Oil Dealers 


*Soon to be 
available for a 
fraction of its 
production cost, 
is a new 22 min. 
syndicated 
soundslide film 
Yours for the 
Taking, based 
on the popular 
“Balanced Sell- 
ing” theme for 
service station 


dealers. Burton 
Holmes Films, 
Chicago. 








WERE THESE THE FIRST ADVERTISING FILMS? 
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SEVIS. SCOTCH WHISKY 


ag 


ALL PHOTOS FROM THE DOROTHY STONE LIBRARY 
(Continued from previous page ) 


Flight tire will do—in other words, 
it shows the result of the factory 
processes. 

“The Fisk Safti-Flight tire was 
brought out in June 1937. Its tread 
construction is so radically differ 
ent from anything the car owner 
had known up to that time that 
the problem of explaining it so that 
the ordinary driver could under 
stand it was not simple. 

“We could not get it over in the 
magazines because it has been 
demonstrated over and over again 
that the public is not greatly inter 
ested in tire advertisements and 
will not read long technical de 
scriptions. To explain the Safti 
Flight construction and the rea 
sons for it meant a long story. We 
then decided to try to do the job 
with motion pictures and turned 
the matter over to Wilding Picture 
Productions. As it would have 
taken some time to make the three 
reels complete, we decided to go 
ahead with the third reel in order 
to have the picture available for 
dealer meetings this Spring. I may 
say that we had first tried to have 
a demonstration picture made here 
in Chicopee Falls by another mo 
tion picture outfit, but the experi 
ment was not a success and it was 
finally decided to have the job 
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Can you help Business Screen name the first commer- 
cially sponsored advertising film? In 1895, Dewar’s 
Scotch (top, left) appeared as sponsor of an “enter- 
taining” motion picture screened for passers-by along 


Broadway. The same year saw Columbia Bicycle’s (be- 


low, left) sporting adventure opus on the screen, and a 


few years after, a drama was sponsored by Maillard’s 


Chocolate. (above) W eary operators hand-cranked the 


flickering images — pioneers of an era. 


done in Hollywood under the su 
pervision of our factory manager. 

“Wilding did a excellent 
job for us and after seeing the film 
we purchased thirty (30) 16mm. 
projectors and thirty (30) prints, 
equipping each branch with a ma- 
chine and a print and keeping one 
here at the factory. During the last 
three months the picture has been 


very 


shown to over 50 groups in and 
around this immediate area, and 
as each one of our branches is also 
keeping it busy before clubs and 
other organizations, we feel that 
we have gotten the story over toa 
very large number of people. 

“Tt is likely that we will start 
production of the other two reels 
in the very near future.” 

(Please turn to Page 32) 


OUTBOUND PILOTS CHECK MAPS AND WEATHER 
reports in a scene from The American Way, 
new production for American Airlines. (See 
Page 32 
WILDING 
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WISCONSIN'S CONSERVATION FILMS 


By Dorothy Ferguson 


* Looking back into Wisconsin's 
history, we find that in the year 
1872, a forest fire which started 
in the vicinity of Peshtigo, swept 
million of both 
virgin timber and farm lands and 
took toll of 1500 human lives. This 
fire was one of the most calamitous 
ever to occur in America and per- 
haps the worst single disaster that 
has ever occurred in the state of 
Wisconsin. However, that was not 
a singular incident — all during 
the years from that time down to 
the present — fires, large, medium 
and small, have taken their toll of 
human lives, timber, farm lands 
and towns. 

Realizing that 98% of the forest 
fires are caused by human careless- 
ness, it has been the hope and 
of the Wisconsin 
Conservation Department to place 
an appeal where it could most ef- 
fectively reach the public. Con- 
siderable time was spent in the 
preparation of a three reel silent 
subject covering the causes, de- 
struction and appeal for preven- 
tion of forest fires. The reel was 
entitled Firemen of the Forest and 
was distributed through the cen- 


over one acres 


earnest desire 


, Photographie Section 


tral library at Madison, Wisconsin 
and through the forest rangers in 
the field who carry on a very ef- 
fective educational program dur- 
ing the winter months. Since its 
completion in 1937, the film has 
been shown to at least 2000 groups. 
and if it is responsible for the pre- 
vention of even one serious forest 
fire, it has more than proven its 
value. 

However, the Conservation De- 
partment felt that its film was not 
being brought to the attention of 
enough people who comprise the 
touring public of the country, and 
it was decided to prepare a one 
reel sound film suitable for theat- 
rical distribution. The three reel 
subject was condensed, a sound 
track added to it, entitled Siren, 
and it has been placed with Burton 
Holmes Films for theatre use. Both 
16mm. and 35mm. prints are ob- 
tainable from the distributor and 
the main office of the Conservation 
Department at Madison, Wiscon- 
sin without charge, the only ex- 
pense being transportation both 
ways. Over 150 report cards have 
been received on the reception of 
the new film in the various theatres. 
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For Men Only... 


BUT THE WIVES ARE WELCOME 


@ Hart Schaffner & Marx salesmen 
who carried prints of the Com- 
pany’s new film A Personal Invest- 
ment into the dealer field for a re- 
cent series of “advance previews” 
presented for retail clothing store 
executives and their employees 
can tell you quite a story about the 
results to be obtained from a really 
workmanlike job of sound motion 
picture production. 

A Personal Investment com- 
bines a dramatic story of the am- 
bitions and romance of a typical 
young officer worker with an “in- 
dustrial” sequence (presented 
through the informed eyes of a re- 
tail clerk) of the Hart Schaffner & 
Marx tailoring shops. According 
to E. R. Richer, the Company’s 
advertising manager, the picture is 
really proving out its title in no un- 
certain terms and if sales results 
are any criterion, you can add the 
words, gilt-edged to the Invest- 
ment! 

But suppose we let the “boys” 
in the field take it from here with a 
few interesting remarks from their 
reports: 

Says A-M—*“the talking movie 
is really something . . . everyone 
who has seen it is very enthusi- 
astic ...” 

P—A—writes: “we had local 
theatre managers sit through the 
entire program. The manager in A 

-who operates four houses made 
this remark: “if your dealer could 
show this to a group of 20@ men... 
50 would buy your clothing . . . it’s 
the most convincing piece of sales 
promotion I have ever seen.” 

Jack E—bulletins: “thought 
you should know that everyone we 
show the picture to just about 


gasps with amazement at the won- 
der of our fine plant. It makes me 
feel proud to show the film and I 
would like to show it to every per- 
son I know just to let them see 
what a truly great organization I 
work for.” 

J—W— (a retailer) writes: “we 
had all our employees see the pic- 
ture ...a natural and I’m sure it 
will help all of us in the clothing 
business ... thanks to you.” 

From all over the selling field, 
company representatives found 
the film winning new friends 
among retailers. Sociable after- 
hours meetings brought clerks, 
store executives and salesman into 
closer cooperation. The realization 
that a great deal of effort and 
money had been expended to give 
him the benefit of truly unusual 
sales technique seemed to spur 
the retailer on to real enthusiasm. 
“You've got something there” is 
the watchword wherever A Per- 
sonal Investment hits the screen. 

Similar comments and increas 
ed orders in the field have been re- 
ceived almost daily during the pe- 
riod of advance dealer showings. 
Salesmen sent in the report form 
(illustrated on this page) for hun- 
dreds of request showings to be 
held under the auspices of local re- 
tailers this fall. The Company is 
also showing the picture in the 
theatre of the “Man-His Clothes. 
His Sports” building at the New 
York World’s Fair. 

But the best line in this brief 
yarn belongs to an ace Hart Schaff- 
ner and Marx field salesman who 
tagged his report to Advertising 
Manager Richer ... 

“Yours for more pictures...” 


Recent Honors Won by Commercial Films 


1. “for the best institutional motion picture on the subject of traffic 


safety” 


as established by the C.1.T. Safety Foundation 


1938 AwarpD 


“KNIGHTS OF THE HIGHWAY Produced for the Chevrolet Motor Divi- 
sion of the General Motors Corp. by The Jam Handy Organization. 


companies .. . during 1938. 


2. “for the best example of advertising by public utility operating 


The Premier Award by the Public Utilities Advertising As- 


2 sociation Dept. of the Advertising Federation of America. 
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“THE STORY OF A HOUSE” Produced for the Public Service Electric 
and Gas Company of New Jersey, by Audio Productions, Inc. 
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ROMANCE BLOOMS IN A PERSONAL INVESTMENT 


, AND 
(below) the tailor’s skillful fingers at work 
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Cl Showed the movie to the dealer. 
a Showed the movie to the dealer and his 


to show picture to 
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Am coming back at a later date 
his salesmen. 
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Chis picture to entire group of sales 
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meeting next fall. 
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@ Every time a Terminix salesman gets a 
name on the dotted line two separate and dis- 
tinct sales have been closed. The first (and 
often the most difficult) is selling the property 
owner on okeying a free inspection of his home 
or building for termites. The second — when 
termites are found — is selling the prospect on 
his need for Terminix Insulation (chemical pro- 
tection of a structure against termites) . To fur- 
ther complicate the salesman’s job there is the 
widespread lack of knowledge on the part of the 
public about the termite problem, the activities 
of a multitude of “racketeers” in the termite 
control field, and the extreme intangibility of 
the service to be sold. 

It is obvious that the Terminix salesman 
needs all the sales aids he can get. The most 
effective one we have yet found is a two reel 
16mm. sound motion picture, Hidden Enemies. 
This picture, narrated by Lowell Thomas, de- 
picts the life and habits of termites, has micro- 
scopic shots of the insects in their nests in the 
ground, gaining excess to the wood in buildings, 
and damaging it beyond repair. The part that 
Terminix and its scientific control methods 
play in the fight against these destructive in- 
sects is graphically portrayed. The thorough- 
ness of the Terminix method of control is strik- 
ingly presented in some detail, and to maintain 
interest and continuity there is a coherent plot 
throughout. 

Some idea of the organization of the Ter- 
minix system is necessary to get a clear con- 
ception of what our problems were in the use of 
this motion picture. The nationwide Terminix 
Organization is composed of 56 independently 
owned companies which are licensed to apply 
the termite control chemical Terminix. These 
Licensees are located throughout the 36 states 
where termites are a serious problem. The Li- 
censor of the Terminix Organization and manu- 
facturer of Terminix is E. L. Bruce Co., better 
known as the world’s largest maker of hard- 
wood floorings. The Terminix Division of Bruce 
derives its income from the sales of the chemi- 
cal, Terminix, to its exclusive Licensees. Bruce 
maintains a corps of field representatives to 
supervise the treating work of the Licensees. 
Bruce's advertising department is at the serv- 
ice of the Terminix Licensees, and the adver- 
tising and sales program of the organization is 
mapped out by Bruce. However, Bruce does 
not attempt to dictate to Licensees what types 
of advertising they should use, but develops 
and prepares ideas and sales helps and then 
“sells” the Licensees on their use. From this 
particular angle our situation is similar to that 
of a manufacturer having independently owned 
and managed dealers. 

With this set-up in mind you can see that our 
direction of the use of a new motion picture 
(produced for us in 1936) was going to be a 
difficult problem — especially since none of us 
had the slightest experience with industrial 
movies. However, we sold about two-thirds of 
our Licensees on the possibilities of Hidden 
Enemies, furnished them prints (each paid a 
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By Harvey Creech 


share of the production costs), arranged for 
projectors for them, gave them a few sugges- 
tions, and sat back to await further develop- 
ments, 

We also furnished Licensees a supply of “Rec- 
ord of Showings” cards, requesting them to fill 
in these cards in duplicate for each showing 
made, keeping a copy and sending us one. The 
cards, filled out, gave us a complete record of 
along with some information 
later found to be not particularly relevant. The 
card asked for the date and time, name of group 
seeing picture, city where it was shown, how 
showing was obtained, number in audience, 
number each of men, women and children, re- 
action, and names of operator and salesman. 
The back of the card left plenty of white space 
under the heading “Remarks”, with the sug- 
gestion, however, that such information as 
what literature was distributed, number of in- 
spections received, ete., be given. 


each showing 


As these cards were returned by the various 
Licensees, often with supplementary letters, 
we began to assemble valuable information 
about the methods of showing the picture, 
methods of obtaining showings, the literature 
that tied in best, the types of audiences that 
were most productive of inspection requests, 
the use of contests and prizes and scores of 
other ideas, good, bad and indifferent. 

To broadcast these ideas, along with sug- 
gestions of our own, to our 56 Licensees, and 
to maintain enthusiasm in the use of Hidden 
Enemies, we created a special bulletin form 
“Terminix Movie Bulletin”, sending it out at 
frequent intervals. In addition to practical 
ideas, in connection with obtaining showings, 
making the showing, etc., this bulletin carried 
inspirational messages, such as details of ex- 
ceptionally good results obtained by some Li- 
censee, suggested publicity stories, news of our 
special promotional work on the picture (such 
as a mailing to all garden club presidents and 
the featuring of our film in a Bell & Howell 
national magazine ad), suggestions for better 
use of equipment — in brief, anything pertain- 
ing to Hidden Enemies. 

For about a year and a half “Terminix Movie 
Bulletins” went out on the average of every ten 
days. Since then we have slowed down on send- 
ing them out but still use them whenever we 
have a real message to tell about the film. We 


found this regular bulletin invaluable in stimu- 
lating our Licensees to more and better use of 
the picture. In addition to passing on to them 
ideas of real merit it served as a constant re- 
minder to each of them that the picture was 
going strong as a lead and sales producer for 
other Licensees and encouraged all to use the 
film more intensively. Every user of industrial 
movies can use a similar promotional bulletin 
to his organization with profit. Our experience 
has been that much more value is received 
from a standardized, special bulletin dealing 
with movie promotion only than simply in- 
cluding this information in regular sales bulle- 
tins. Ours is a simple letterhead size, one page 
mimeograph job, the writing and production 
of which require only an hour or so a week. 

Naturally, at the beginning our Licensees 
made most of their showings of Hidden Ene- 
mies before groups that were most easily 
reached. Consequently, most of the early show- 
ings were made before schools, luncheon and 
civic clubs, women’s organizations and other 
similar groups. While these showings provided 
mass audiences at a very low cost and undoubt- 
edly were most effective from a purely publicity 
standpoint, they produced little in the way of 
immediate tangible results. Most luncheon 
clubs and organizations of a social or civic 
nature do not allow “commercialism” at their 
meetings, and therefore the Licensees were not 
able to explain their free inspection service and 
ask members of the audience for permission to 
inspect their properties. However, they were 
usually able to get a list of the people present, 
which they used very effectively in direct mail 
and personal follow ups. Solicitation of these 
names, incidentally, produces above ordinary 
cold canvassing far in excess of the cost of mak- 
ing the showings, and compares favorably with 
actual leads obtained from other sources. The 
school showings were purely for the purpose of 
education and fostering good will, of course, and 
little attempt to secure sales from them was 
made. However, a surprising number of sales 
did originate indirectly from this source; some 
jobs being sold later for treating the schools, 
others coming from teachers who had attended 
the showings, and still others coming from 
home owners whose children had unknowingly 
done a selling job on their parents on the dan- 
gers of termite infestation and the need for an 
inspection, as a result of seeing the picture. 

Showings of this kind must be regarded as 
purely promotional in nature, and any attempt 
to measure in dollars and cents the results ob- 
tained from them is apt to be discouraging 
where most types of products are concerned. 
In our business, however, we have found that 
this type of showing is definitely worth while; 
one job sold will pay for the cost of ten or more 
such showings. Incidentally, sales have been 
made which could be traced directly back to the 
prospect seeing our picture more than a year 
before. 

Large group showings are still an important 
part of our motion (Please turn to Page 31) 
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o@ESERVES PERFECT PRESENTATION 





The talking motion picture permits your message to be checked and rechecked for perfection, so 


that it is without flaws or omissions, and the variations of the human element to which every salesman 
is subject. 


Your film, perfectly edited for tempo and purpose, deserves a perfect showing which involves 
three factors: 


@ GOOD AUDIENCE % GOOD EQUIPMENT @ GOOD OPERATOR 


Modern provides perfect showings by providing these three factors. 





oy MODERN’S AUDIENCES are hand-picked from past experience. Modern‘s bookers solicit 
or only those audiences which meet the client's best interests. 


i! 
n MODERN’S EQUIPMENT is new and up-to-date, most of it especially designed. It arrives 


at the showing in excellent mechanical condition always complete with spare lamps, 
tubes and other consumable items. 


MODERN’S OPERATORS are courteous and well-mannered, with years of technical skill 
and experience. They are familiar with the auditoriums in their areas, they arrive promptly 
and anticipate unusual conditions requiring special equipment or extra set-up time. 


i 









Ordering a “Modern” film performance is assurance of a perfect presentation of your film mes- 
sage. Modern is as well organized and equipped to render perfect service in film distribution as you 
are to produce your product or to render your service in your field of activity. 


























Four Primary Channels of 
Distribution for Sponsored 


Motion Pictures 


WHEN AN advertiser applies the forcefulness of commercial motion pictures, 
he usually has in mind the improvement of public relations, the creation of 
consumer acceptance for his product or services, the education of users in 
the proper use of the product or the training of dealers, salesmen, or trade 
groups. 

In order to assure results, the finished film must be seen by “prospects” 
for the advertiser's products or ideas. The right audiences are reached by pre- 
determined selection from the four primary channels of sponsored film distribu- 
tion which are: 


1. Club Showings 
2. Dealer Training Showings 


3. Theatrical Circulation 
4. School Circulation 


Modern Talking Picture Service throughout the nation provides uniformly 
economical efficient facilities for all four channels of sponsored film distribu- 
tion. These are described in detail below and on following pages. 


@ Club Showings.. 


THIS TYPE of distribution is subject to a high degree of control because you 
select your own circulation, city by city, class by class, or by age or sex, or all of 
them combined. The showings are made to those Service Clubs, Parent- 
Teacher Associations, Church Auxiliaries, Women's Clubs, Commercial and 
Fraternal Organizations, High Schools and Colleges, or whatever audiences 
you have specified. These people represent the leaders in thought and opin- 
ion in their respective communities. They are the Joneses that others strive to 
keep up with. 

For reaching these audiences Modern provides established booking con- 
tacts, projection equipment, screens and operators in each of the 73 princi- 
pal market areas shown on the map on the next page. 


THIS TABLE INDICATES THE COVERAGE MODERN 
CAN SECURE WITH CLUB SHOW DISTRIBUTION 


Modern is geared to give you the same control and keep you as well in- 
formed as if it were a department of your own company. In addition, Modern 
prepares all exploitation and publicity material including art and copy. From 
its wide experience Modern knows what approach in exploitation will give 
your picture the maximum acceptance. Modern provides advance notice to 
your home office and to your field organization of all showings, and obtains 
complete signed reports classified by sex and age which are combined into 
certifications listing all shows and giving complete breakdown of audience 
figures. Modern gives you this higher quality circulation and more effective 
showings at lower cost. 

On a Modern club showing you are well represented by trained men 
who arrive on time, are courteous in the distribution of any tie-up literature or 
samples and experienced in proper assembly and operation of the up-to-date 
16mm. projection equipment and 6 x 8 ft. or larger screen, which Modern 
uses. Good showmen make your film a real experience to your audiences. 

The proper film length for club shows averages 45 minutes on the screen 
(for shorter messages Modern sells ten, twenty, or thirty minutes with non- 
competitive sponsors). Direct advertising is permissible. 







> NON-THEATRICAL 


IN THE 732 cities and towns 
of over 5,000 in which it op- 
erates club showings, Mod- 
"ern has listed 46,230 avail- 
- able audiences with national 
_ affiliations. These are sum- 
' marized by types in the fol- 
lowing table: 


CIRCULATION 


General Women’s Groups 

ve: 

"Parent-Teacher Associations. 5,655 
Federated Clubs............ 2,842 
Order of Eastern Star........ 1,867 
Rebekah Lodges......... —— 
Total Women’s Groups 11,356 

Churches 
(Women’s Groups and Men's 
Groups) 
oi id ata a abaid cena 4,193 
PE Genskbcsanvenabar 1,871 
es tras wah et 2,561 
I it bin sicn wine cin ee Kien 2,257 
ED -<csvcesevenees 1,760 
NEN ¢ becancceveecses 1,398 
Total Number of Churches 14,040 
General Men’s Groups 
Masons ....... PRT, SP 2,738 
is ang cp pheeeee cde s 367 
Knights of Columbus........ 549 
American Legion ........... 1,002 
Total Men’s Groups 4.656 
Service and 
Commercial Groups 

DE Stiveshavesoessvoews 385 
Pt cicaaehewndsenmnne 284 
ie ck at kealewaews 439 
Chambers of Commerce, 

Boards of Trade, etc....... 1,030 
Total Number of Service & 
Commercial Groups 2,138 
Total Number of Outlets. . . .32,190 
ADULT 
WOMEN’S AUDIENCES... . 25,396 
ADULT 

*  MEN’S AUDIENCES....... 20,834 

~*~ TOTAL 

' POSSIBLE AUDIENCES 46,230 
). @ The above figures are summar- 


ized from Modern’s copyrighted 
survey, copies of which are avail- 
able to interested sponsors upon 
request. 
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4. Map Showing the 73 Areas in Which Modern’s Circulation 
of Sponsored Films will be Conducted During the 1939-40 Sea- 
son. Within 25 miles of these 73 operating centers there are 
732 cities of over 5,000 population. 

Within 50 miles of these 73 operating centers there are 1108 
cities of over 5,000 population. 











&} Theatrical Circulation 


THE MOTION picture theatre imposes strict requirements 
upon the sponsored film and offers in return large general 
circulation at very low cost. This circulation may be either 
national or regional. In the theatre, sponsored films must 
compete with Hollywood's best shorts in entertainment 
and interest value, and must contain no direct advertising. 
The best industrial producers have the finesse to create 
films which meet these requirements while actively gen- 
erating good public relations and consumer acceptance 
for the sponsor. Modern has the facilities for effectively 
placing these films in good theatres. 

Modern, in supplying broadsides and exploitation ma- 
terials and in providing advance notice of play dates, per- 





mits the sponsor to obtain the greatest merchandising 
value for his outlets. This is a complete Modern service, 
including the preparation of copy, art work, press show- 
ings and previews for chain bookers. Publicity and ex- 
ploitation is also carried on through the trade papers. 
Modern has booking and distribution facilities in the 
recognized film exchange cities. 

All theatrical films are 35mm. Ten minutes is the best 
length, although longer and shorter films can be handled. 

Modern has proven its leadership by distributing those 
sponsored pictures which have reached the broadest 
theatrical circulation and is fully experienced and quali- 
fied to handle your distribution. 


on age pe: ect Sc 100 sircul a ion 


5,000 SCHOOLS are now equipped to show 16mm. sound 
films, according to the best estimates. Of these, 3,500 have 
registered with Modern to receive educational industrial 
films. The best acceptance is accorded those films which 
contain genuine educational value. 

Modern supplies all exploitation material including art 
and copy. Modern arranges editorial cooperation in edu- 
cational periodicals. Modern makes the bookings and 
provides the sponsor with advance notices. Modern also 
takes care of shipping and inspection and obtains signed 


SOME TYPICAL EXAMPLES of 





reports from which it prepares consolidated certifications 
listing each booking and the size of each audience. 

The sponsor may control the age groups by selection 
from grade schools, high schools and colleges. The spon- 
sor may also specify whether his bookings are to be made 
nationally or only in selected regions. 

Modern’s complete school booking service permits the 
industrial sponsor to reach this vast, rapidly maturing au- 


dience with maximum effectiveness and minimum cost. 


ACTUAL DISTRIBUTION PLANS 
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MODERN’S CIRCULATIO 


MODERN HANDLES routines so smoothly that no time is lost in keeping you and your field olfices 
informed of bookings as they are made, and of all figures after the showings occur. 





d Advance Notices 

Modern uses a separate notice for each show so that dis- 
tribution to field men is easy. Copies are distributed ac- 
cording to your instructions for each area. 
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Signature of coganisathen’ Chahine) theatre manages, or schoo! di 
"rector certifies as to showing and audience size. On club shows, Mod- 
__ en's operator also certifies count and breakdown of audience by men. 








_ Certification of Showings 
Certifications summarize and tabulate the individual 
show reports so that showings or bookings may be 
analyzed with a minimum of effort. Certifications are 
rendered monthly or by numerical groups of shows as 
ordered by sponsors. 





avest® 


MODERN DESIGNS and produces literature to assist in booking spon- 
sored films at no extra cost. This literature is extremely high-grade and 
attractive two-color printing. It reflects credit to the sponsor and aids in 
securing larger audiences and local publicity notices. 












HAVE A PRODUCT IN SEARCH 
OF A BIGGER MARKET 
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THEN YOU NEED INFORMATION ON HOW MODERN’S FILM DISTRIBUTION 
ADAPTS ITSELF TO YOUR SPECIFIC PROGRAM. WE WILL BE GLAD TO CONFER 
WITH INTERESTED ADVERTISERS, THEIR PRODUCERS OR THEIR AGENTS 
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MODERN TALKING PICTURE SERVICE, INC. 


9 ROCKEFELLER PLAZA. (An Independent Organization) NEW YORK CITY 


Local or National Service from 73 Cities 






































|TERMINEIX | 
(Continued from Page 22) 

picture program. They are inex- 
pensive and easy to make and 
there is no denying their ultimate 
results. Our Licensees no longer 
have to go after such showings 
now as they did in the early days 
of our use of Hidden Enemies. 
Most of them are usually sought 
out for as many such showings as 
they are able to or care to make, 
without any effort on their own 
part. Our most successful results 
from Hidden Enemies have been, 
however, from two totally differ- 
ent methods of presenting the pic- 
ture. While they are particularly 
effective for us because of the na- 
ture of our business they can likely 
be adapted to most other busi- 
nesses which can profitably use 
motion pictures in consumer pro- 
motion work. 

The first of these plans is basic- 
ally: the showing of our picture 
before hand picked audiences to 
obtain immediate requests for in- 
spection of homes for termites. 
The plan, as it is carried out by 
most Licensees, works this way: 
The Licensee contacts the leader 
of a Sunday School class, mission- 
ary society, or other church group 
which is continually faced with the 
necessity of raising money for its 
treasury. He offers the group a 
small amount of money — usually 
$5.00 for arranging a showing of 
Hidden Enemies at which there 
will be present a specified number 
of home owners. Licensees differ 
in the number they ask for, but the 
minimum is 15 and the maximum 
never more than 30. The group 
leader is required to handle all the 
details of arranging the showing: 
providing the place, contacting 
those he wants to be present, etc. 
So after contacting the group 
leader the Licensee can forget all 
about the showing until the time 
comes. 

On the night of the showing the 
Licensee arrives at the appointed 
place early and sets up his equip- 
ment. After his audience has as- 
sembled he starts the program by 
making a brief educational talk 
in which he explains what termites 
are, the damage they do, and the 
position his company and E. L. 
Bruce Co. hold in the field of ter- 
mite control. Then he shows the 
picture. At the end of the picture 
he again makes a brief talk, build- 
ing up the value of a Terminix in- 
spection. To conclude his talk he 
announces that his company will 
be glad to inspect the homes of all 
those present for termites, and that 
one of his men will call the next 
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week to make the inspection. No- 
tice this angle—he doesn’t ask 
that all who want their properties 
inspected raise their hands, or see 
him later or sign cards; he calmly 
announces that one of his men will 
be around the next week to give 
them a free inspection. And so well 
does Hidden Enemies sell the audi- 
ence on the menace of termites and 
the benefits of finding out in time 
whether or not their properties are 
infested that when the inspectors 
go around the next week they are 
granted permission to make in- 
spections of the homes of five out 
of six of the property owners at- 
tending the showing. 

The percentage of termite in- 
festation varies in different parts 
of the country, so it is impossible 
to say what is the average number 
of “hot prospects” (homes which 
are termite infested) out of the 
inspections received from one of 
these showings. One Licensee, 
however, closes an average of one 
and one-half sales from each such 
showing — within a week or so. 
Since his unit of sale ranges from 
$100 all the way up to $500 his $5 
investment certainly pays divi- 
dends. 

It is interesting to note that this 
presentation plan has evolved from 
a number of ideas used by various 
Licensees and passed on to the 
whole organization through the 
“Terminix Movie Bulletin.” 

The third standard method of 
using Hidden Enemies is the plan 
of using it in direct selling. After 
a salesman has obtained permis- 
sion to make an inspection, has 
made it, and has found termites, 
his real selling job begins. Al- 
though he has already sold his 
prospect on the danger of termite 
damage and the urgent need of 
doing something about it, his pros- 
pect is still quite hazy about the 
destructive way in which termites 
work and the complete and com- 
plicated steps that are necessary 
to control them. He is apt to re- 
gard them in the light of other 
household pests such as roaches, 
flies, etc., and therefore can’t un- 
derstand why the job of insulating 
his house against them should cost 
possibly several hundred dollars. 
He is particularly shocked by the 
price when he recalls that his 
neighbor down the street had his 
termites “eradicated” for $20 by 
the local jack-of-all-trades, equip- 
ped with a couple buckets of cre- 
osote and a garden spray gun. 

So at this point our salesman 
calls upon Hidden Enemies to give 
his prospect a visual idea of how 
termites attack his house and what 

(Please turn to next Page) 





Ths Hew DNRY 


LOW-PRICED 


PROJECTOR 


Devry engineering ingenuity 
comes to the fore once again with 
this revolutionary new LOW 
PRICED 

MODEL “Q” SINGLE CASE 

16 mm. SOUND PROJECTOR 

The Model “Q” combines into 
a smaller space EVERYTHING 
that’s BEST of the costlier DeVry 
models to give YOU PROFES- 
SIONAL SPARKLE in pictures 
and sound ANYWHERE, ANY- 
TIME and at a MOMENT’S NO- 
TICE. EVERYTHING to make it 
easier for YOU to profitably em- 
ploy the most powerful of all sales 
tools . . . “Talking” Pictures or 
silent films, black and white or 
colored, at much LOWER COST. 

THIS IS IMPORTANT — The 
Model “Q” is not just another 
ordinary projector “built down 
to a price”, but like all other 
DeVry products a Quality, pre- 
cision projector. 

The Model “Q” affords you 
the utmost in mechanical and 
optical perfection; brilliant, flick- 
erless, sharp, detailed pictures, 
pleasant, natural clarity of tone 
with ample volume for 500 peo- 
ple or less, (booster amplifier 
available for larger groups) sim- 
plicity and economy of operation 
in addition to lightness, compact- 
ness and LOW PRICE. 

May we offer you, too, the full 
benefits of a time tested line of 
projection equipment supple- 
mented by free consultation and 
advice. 
MODEL “Q” 


PROJECTOR comes 


complete with built-in amplifier, 
dynamic speaker, motor, 1600 ft. 
capacity reel, necessary accessories 


- ALL IN ONE CASE 


weighing less than 50 Ibs., — at the 


and cords . . 


extremely low price of $310.00 


Established 1913) 


DEVRY CORPORAT 


Factory and 


111} ARMITAGE AVENUE 
New York 


Cable: HERMDEVRY 








IBOVE, the Model “Q" with its easily 


detachable self-contained speaker. 


EASY to set up—a child can do it. 





IBOVE, the Model “Q” all packed 
away in its compact, lightweight, 
easily portable, yet sturdy case. Note 
accessible control panels. 
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/ 
SIREN 


A Burton Holmes Theater 
“Short” produced for the 
Wisconsin Conservation 
Department 


@ Forest fires, caused by human 
carelessness, destroy thousands of 
valuable timber lands every year. 
Lives are lost, farms are burned 
and wild life made homeless. 





YOUR NEXT FILM 


Recognizing public education as Whether your next 
the best means of prevention, the 
Wisconsin Conservation Department 
now employs motion pictures as an 
important part of its educational 
program. A Burton Holmes “Short” ; 
SIREN has been widely circulated 
throughout Wisconsin theaters. 


motion picture or 
slidefilm has an edu- 
cational, training, or 
selling message, Bur- 
ton Holmes experience 
and facilities are at 
Not only general public relations your service. Years of 
but also the training of salesmen, experience in the field 
jobbers, dealers and servicemen are of 
now being improved for large and 
small business sponsors by Burton 
Holmes motion pictures and slide- 
films. 


commercial film 
production, with many 
outstanding successes, 
are yours to employ in 


. .: isi s or increas- 
Address Business Films Department: raising sales 





ingemployeeefficiency. 


Hurton Holmes Films, luce. 


T7510 North Ashland Avenue oe 





Chicago. Hlineis 


PRODLECERS @ DISTRIBL TORS @ LABORATORY SERVIC 


















































AT YOUR 
SPONSORED SHOWS 


Build Attendance by 
Adding Star Value to 
your Programs 





3 Famous Groups of “Showmanship Shorts” 
starring 


MAJOR BOWES «x BING CROSBY 
* DONALD NOVIS x 


ALL IN 16mm SOUND 


Play them with your commercial pictures and 
watch the attendance grow! Preview prints sent 
on request. 


COMMONWEALTH PICTURES 


729 Seventh Avenue - New York 
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(Continued from Page 31) 


must be done if they are to be 
stopped. Here is the way he usu- 
ally goes about it: He makes an 
evening appointment at the home 
of the prospect at a time when 
both husband and wife can be 
present. He tactfully suggests that 
neighbors be barred, because he 
does not want this showing of the 
picture to be regarded as enter- 
tainment. Arriving at the pros- 
pect’s home he sets up his equip- 
ment then launches into his sales 
talk. Much of the details can be 
omitted, however, because they 
will be brought out much more 
forcibly in the picture a few min- 
utes later. Then he turns out the 
light and shows the picture. Im- 
mediately after the showing is 
over he asks for the order, answers 
objections, asks for the order 
again—-and gets it more times 
than not. 

The method of using our pic- 
ture for straight selling is becom- 
ing more and more popular with 
our Licensees, and with their sales- 
men. Many of the Licensees have 
bought extra projectors for the use 
of their men, and some salesmen 
who are particularly enthused 
about this sales tool now own their 
own equipment. 

There is one other angle that 
should be covered in a description 
of our use of this motion picture. 
That is publicity — both the pub- 
licity we have obtained for Hidden 
Enemies and the publicity it has 
obtained for us. Through the aid 
of the producer and other sources 
we now have Hidden Enemies list- 
ed in a number of film catalogues 
going to schools and other groups. 
Since we are not particularly in- 
terested in mass distribution we 
have not deposited our film with 
any professional booking agencies, 
although we have listings and 
prints on file with several school 
visual aid bureaus and college ex- 
tension agencies. We have also 
been able to place our film on the 
approved list of such organizations 
as the Junior Chamber of Com- 
merce and the Garden Clubs spon- 
sored by Better Homes and Gar- 
dens Magazine, and have had list- 
ings in bulletins issued by these 
organizations. Also we have ob- 
tained and used freely testimonial 
letters from both national and lo- 
cal officers of such organizations 
as Rotary, Kiwanis, and Civitan. 
“Plugs” in our two house organs, 
one of which goes to members of 
the building industry, the other to 
Terminix customers and prospects, 
have been responsible for many 





showings of the picture. 

The unusual subject matter of 
our picture has also been respon- 
sible for much publicity. Particu- 
larly in small towns, the showing 
of Hidden Enemies before some 
local organization earns big space 
news stories, giving us valuable 
general publicity as well as pro- 
moting additional showings of the 
picture. From time to time we 
have furnished our organization 
publicity stories on the movie, and 
they have placed them in local 
newspapers with success. 

Excluding direct sales showings, 
on which we rarely get reports, 
our organization has made more 
than 2000 showings of Hidden 
Enemies before a total audience of 
approximately 180,000. We rough- 
ly estimate sales resulting directly 
from this source at more than 
$750,000. How many hundreds of 
thousands of dollars worth of sales 
have been influenced by this in- 
valuable advertising and sales me- 
dium we do not even attempt to 
guess. 


The NEW FILMS 


(Continued from Page 19) 


* A new medium for selling mass 
air travel is now on view in The 
American Way, motion picture 
produced for American. Airlines, 
Inc., by Wilding. The film was in- 
troduced as the finale of the air- 
line’s annual sales convention at 
Chicago’s Palmer House in June 
and shown at other sales meetings 
throughout the country. 

To introduce The American Way 
to the audience, which consisted of 
travel agents, editors, publishers, 
customers and guests from other 
air lines, a short preliminary mo- 
tion picture was used. 

This short pictured C. R. Smith, 
president of American Airlines, 
Inc., who introduced other execu- 
tives of the company. The narra- 
tion in the picture is by Charles A. 
Rheinstrom, Vice President and 
General Sales Manager, who ex- 
plained the purpose of The Amer- 
ican Way. 

The picture’s purpose is to help 
those who sell air transportation 
and those who are buying it. It 
shows clearly how air transporta- 
tion is purchased and all details of 
actual flight in one of the airline’s 
Flagships. The handling of tickets, 
baggage, food service, life aboard a 
Skysleeper, all are woven into the 
theme of the picture. The char- 
acters are typical of the thousands 
who daily use air transportation. 
The central character is a little old 
lady making her first flight. 
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SOUND PROJECTION 


16mm. Motion Pictures 


AMPRO CORPORATION 


9 North Western 





{venue 


Chic ago, Illinois 


*® Precision workmanship and simple excellence of design have distinguished 
the 16mm. Sound-on-Film and Silent Projectors manufactured by The Ampro 
Corporation. Industrial school and organization may choose a full line of 


models constructed to meet the special needs of various kinds of users. An un- 
conditional guarantee against defective material and workmanship is offered. 


(The guaranty for lenses, lamps and tubes is set by manufacturers of these 


items.) All models are complete with operating accessories. 


4 Amprosound Model “X” & “Y” 


Model X capacity, 1600 feet sound film only. Permanently 
attached reel arms . . Equipped with A.C. motor and 8- 
inch dynamic speaker with permanent magnet field, com- 
plete in one case . . Operates on 100-120 volts, 60 cycles 
A.C, Use with 300 watt converter equipped with constant 
speed governor on D.C. current . . Model Y capacity, 1600 
feet sound or silent film. Permanently attached reel arms 

- Equipped with Universal motor and 12-inch dynamic 
speaker with permanent magnet field, complete in two 
eases. Also available in one case with 8-inch speaker . . 
Operates on all cycles A.C. Use with 150 watt converter 
on amplifier only for D.C. current . . Both models have 
2-inch focal length F1.85 objective lens. Additional charge 
for F1.65 lens. Other sizes from l-inch to 4-inches . . 
Operates with standard prefocused base . . 760+1000 watt 
projection lamp . . Centralized and illuminated control 
panel . . Automatic rewind. Pilot light. Automatic fire 


shutter. Centrifugal fan cooling system. Tilting device . . 





Sound drum and filter mounted on precision ball-bearings. 


Prefocused exciter lamp . . Amplifier has 74% watts un- 





distorted output . . Microphone and phonograph recep- 
tacle . . Model YS with reverse and still picture button 
available .. Approved by Underwriters’ Laboratories . . Li- 


censed 





ler Western Electric and R.C.A. patents 





Listed under Fair Trade Agreement . . 





4 Amprosound Model “U" 


Capacity, 1600 feet sound or silent film . . . Perma- 
nently attached reel arms . . Standard 750 watt or 





under projection lamp . . Projector operates without con- 
verter on D.C. or 25 to 60 cycles A.C... Amplifier operates 
on 50-60 cycles A.C. current only. For D.C. use 150 watt 
converter . . 2-inch focal length F1.65 objective lens. Inter- 
changeable with l-inch to 4-inch lenses . . Button control 
for “still” projection with automatic safety shutter. Re- 
verse switch, Automatic rewind. Speed control knob. Motor 
has grease sealed ball-bearings. Pilot light is operated by 
switch. Centralized control panel. Adequate cooling system. 


Projector tilting device . . Sound drum and filter mounted 





on precision ball-bearings. Prefocused exciter lamp . . Am- 
| 





plifier has 15 watts undistorted output; ample power for 


seatings up to 1500. Speech tone control with speaker-hiss 





eliminator. 12-inch auditorium speaker with extra jack for 
multiple speaker operation. Acoustical adaptation . . Micro- 
phone and phonograph receptacle. Microphone switch for 
silent films .. A two case unit . . Approved by the Under- 


writers’ Laboratories . . ed under Western Electric 








and R.C.A, patents . . All projector features listed for si- 





lent models are included in the Amprosound Model “U” . . 


4 Amprosound Model “UB” 


Same as Model “U". Includes sound proofed “blimp” case 
for extreme quietness of operation . . Capacity, 1600 feet 
sound or silent film. Permanently attached reel arms . 
Standard 750 watt or under projection lamp . . Projector 
operates without converter on D.C. or 25 to 60 cycles 
A.C. . . Amplifier operates on 50-60 cycles A.C. cur- 
rent only. For D.C. use 150 watt converter . . 2-inch 
focal length F1.65 objective lens. Interchangeable with 
l-inch to 4-inch lenses . . Button control for “still” pro- 
jection with automatic safety shutter. Reverse switch for 
both silent and sound film. Automatic rewind, Speed 
control knob. Motor has grease sealed ball-bearings. 
Pilot light is operated by switch. Centralized control panel. 
Adequate cooling system. Projector tilting device . . Sound 
drum and filter mounted on precision ball-bearings. Pre- 
focused exciter lamp .. Amplifier has 15 watts undistorted 
output; ample power for seatings up to 1500. Speech tone 
control with speaker-hiss eliminator. 12-inch auditorium 
speaker with extra jack for multiple speaker operation. 
Acoustical adaptation . . Microphose ind phonograph re- 
ceptacle. Microphone switch for silent films .. A two case 
unit . . Approved by the Underwriters’ Laboratories . . 
Licensed under Western Electric and R.C.A. patents .. All 
projector features listed for silent models are included in 
the Amproseund Model “UB” . . 



































4 Amprosound Model “N” 


Capacity, 1600 feet sound or silent film . . Standard 
750 watt or under projection lamp .. Projector and 
amplifier operate without converter on both D.C. or 
25 to 60 cycles A.C. . . 2-inch focal length F165 objective 
lens. Interchangeable with l-inch to 4-inch lenses . . But- 
ton control for “still” projection with automatic safety 
shutter. Reverse switch for both silent and sound film. 
Automatic rewind . . Speed control knob . . Motor has 
grease sealed ball-bearings. Pilot light is operated by 
switch. Centralized control panel. Blower type cooling 
system. Projector tilting device . . Sound drum and filter 
mounted on precision ball-bearings. Prefocused exciter 
lamp .. Amplifier has 10 watts undistorted output; ample 
power for seatings up to 1000. Speech tone control. 
Acoustical adaptation. 12-inch auditorium speaker with ex- 
tra jack for multiple speaker operation .. Microphone and 
phonograph receptacle. Microphone switch for silent films 
. . A two case unit .. Approved by the Underwriters’ Labo- 
ratories . . Licensed under Western Electric and R.C.A. 
patents . . Listed under Fair Trade Agreement . . All pro- 
jector features listed for silent models are included in the 
Amprosound Model ““N” . . 


4 Amprosound Model “NB” 


Same as Model “N”’. Includes sound proofed “blimp” case 
for extreme quietness of operation . . Capacity, 1600 





feet sound or silent film . . Standard 750 watt or under 
projection lamp .. Projector and amplifier operate with- 
eut converter on both D.C. or 25 to 60 cycles A.C... 
2-inch focal length F165 objective lens. Interchange- 
able with l-inch to 4-inch lenses . . Button control 
for “still” projection with automatic safety shutter. Re- 
verse switch for both silent and sound film. Automatic 
rewind . . Speed control knob . . Motor has grease 
sealed ball-bearings. Pilot light is operated by switch. Cen- 
tralized control panel. Adequate cooling system. Pro- 
jector tilting device . . Sound drum and filter mounted on 
precision ball-bearings. Prefocused exciter lamp . . Ampli- 
fier has 10 watts undistorted output: ample power for 
seatings up to 1000. Speech tone control. Acoustical adap- 
tation. 12-inch auditorium speaker with extra jack for 





multiple speaker operat . « Microphone and phonograph 
receptacle. Microphone switch for silent films ..A two 
case unit . . Approved by the Underwriters’ Laboratories . . 
Licensed under Western Electric and R.C.A. patents . . 
Listed under Fair Trade Agreement .. All projector fea- 
tures listed for silent models are included in the Ampro- 


sound Model “NB” . . 


4 Amprosound Model “L” 


Capacity, 1600 feet sound or silent film . . Standard 
750 watt or under projection lamp . . Projector op- 
erates without converter on D.C. or 25 to 60 cycles A.C. 
. Amplifier operates on 50-60 cycles A.C. only. (25 cycles 
available). For D.C. use 150 watt converter . . 2-inch focal 
length F1.65 objective lens. Interchangeable with 1l-inch to 
t-inch lenses . . Button control for “still” projection with 
automatic safety shutter. Reverse switch for both silent 
and sound film . . Automatic rewind . . Speed con- 
trol knob. Motor has grease sealed ball-bearings. Pilot 
light is operated by switch. Centralized control panel. 
Adequate cooling system. Projector tilting device . .« 
Sound drum and filter mounted on precision ball-bearings. 
Prefocused exciter lamp . . Amplifier has 40 watts undis- 
torted output with two speakers; 20 watts with single 
speaker. Ample volume for seatings up to 3000. 12-inch 
auditorium speaker with extra jack for multiple speaker 
operation . . Microphone and phonograph receptacle, with 
complete mixing for sound from film, microphone and 
phonograph. While projector is in use for silent film, 
amplifier and speaker can be used separately for micro- 
phone talk . . A two case unit . . Approved by the Under- 
writers’ Laboratories . . Licensed under Western Electric 


and R.C.A. patents . . Listed under Fair Trade Agreement. 


4 Ampro-Are Model “AA” 


Capacity, 1600 feet sound or silent film. Permanently at- 
tached swivel reel arms . . High intensity type lamp house. 
Carbons have minimum capacity of 30 amperes at 28 volts, 
Sereen illumination, 650 lumens (minimum). Moior driven 
earbon feed. Automatic safety device to disconnect are 
when lamp house door is open. Full wave rectifier . . Pro- 
jector and amplifier operate on 100-125 volts, 50-60 cycles 
A.C, . . Standard 3-inch F2 lens. Other sizes available . . 
Triple claw movement, Automatic safety shutter. Pilot 
light. Automatic rewind. Motor has grease sealed ball bear- 
ings. Manually operated rheostat for variable speeds 16 to 
24 frames per second. Forced-air cooling . . Projector 
stand has swivel attachment and tilting device. Col- 
lapsible . . Sound drum and filter mounted on aeroplane 
type ball-bearings. Prefocused exciter lamp . . Amplifier 
has 40 watts undistorted output with two speakers. Max- 
imum output of 50 watts. Separate volume controls for 
sound film, microphone and tone . . Two steel torpedo per- 
manent magnet type speakers. Mounted on tripods . . Micro- 
phone and phonograph receptacle, with complete mixing 
for sound from film, microphone and phonograph . . De- 
signed to conform with the requirements of the Under- 
writers’ Laboratories . . Licensed under Western Electric 
and R.C.A, patents . . 






















































































BELL & HOWELL COMPANY 


1801-15 Larchmont Avenue Chicago, Illinois 
New York Hollywood London (B &H Co., Ltd.) 


% Since 1907 Bell & Howell's leadership in the manufacture of precision equip- 
ment for the studios of Hollywood and the world has been unquestioned. The 
Company’s famed 16mm. Filmosounds are equally well known in the industrial 
and educational fields. Highest qualities of showmanship are obtained through 
uniformly brilliant pictures and high fidelity sound. In addition to its complete 
line of accessories and silent and sound projector models for every use, the 
famous Bell & Howell Filmosound Library is available with a wide selection 
of sound and silent film subjects. 


4 Filmosound “Commercial” 


Capacity, 1600 feet of sound film . . 750 watt projection 
lamp .. 2-inch F2 lens. Two speed focusing. Other sizes 
available as optional equipment . . Operates at 24 frames 
per second. Governor controlled, constant within 2% of 
rated speed. Motor powered, self-monitored rewind. Flexo- 
matic sprocket guards. Metered lubrication. Helical gear 
drive. Forced-air cooling system . . Film-protecting snub- 
ber . . Side tension springs for film control at aperture . . 
Amplifier with frequency range to 7000 cycles, removable 


as a unit. Noiseless hum-free type ex 





iter lamp. Built-in os- 





cillator. “Photo-hiss reducing” volume control. Full range 
tone control. Sound filter system with balanced rotary 
stabilizer. Electro-dynamic speaker, protected by metal grill 
and dustproof fabric . . One-hand type tilt, with rack and 
pinion; four point suspension . . Microphone input system 
- + Operates on 100 to 125 volt, 60 cycle A.C. . . 25 to 60 
eyele A.C. units available. Amplifier requires converter for 
D.C. current . . Single case unit. Weight, 54 pounds . . Fin- 
ished in gray damaskene. Case finished in black fabricoid . . 


. . Fully appproved by Underwriters’ Laboratories . . 


< Filmosound “Academy” 


Capacity, 1600 feet sound or silent film . . 750 watt pro- 
jection lamp . . 2-inch F2 lens. Lens lock. Other sizes 
available . . Operates at 24 and 16 frames per second. 
Governor controlled . . Motor powered rewind. Metered 


lubrication. Helical gear drive. Aerodual cooling 





Amplifier with frequency range to 7000 cycles. Noiseless 
exciter lamp. Built-in oscillator. “‘Photo-hiss reducing” 
volume control. Rotary sound filter system. Electro-dy- 
namic speaker . . One-hand tilt, with rack and pinion; four 
point suspension . . Microphone and phonograph input 
system .. Operates on 100 to 125 volt, 60 cycle A.C. 25 to 
60 cycle A.C. units available . . In two cases. Sound-absorb- 
ing “blimp” case holds projector and amplifying unit. Com- 
bined weight, 64 pounds . . Finished in gray damaskene. 
Cases in gray fabricoid . . Approved by Underwriters’ 
Laboratories . . 


4 Filmosound “Utility” 


Capacity, 1600 feet sound or silent film . . 750 watt pro- 
jection lamp. Magnilite condenser . . Fully corrected 2-inch 
FL6 lens. Other sizes available . . Operates at 24 and 16 
frames per second. Governor controlled. Clutch for “still” 
projection. Reverse gear shift. Motor powered rewind. 
Metered lubrication. Helical gear drive. Aerodual cooling 
system . . Amplifier with frequency range to 7000 cycles. 
Noiseless exciter lamp. Built-in oscillator. “Photo-hiss re- 
ducing” type volume control. Sound filter system. 12-inch 
electro-dynamic speaker . . One-hand tilt, rack and pinion; 
four point suspension . . Microphone and phonograph input 
system . . Operates on 100 to 125 volts, 60 cycle A.C. 
25 to 60 cycle A.C. available . . In two cases. Sound- 
absorbing “blimp” case holds projector and amplifying 
unit. Combined weight, 70 pounds . . Finished in gray 
damaskene. Cases in gray fabricoid . . Approved by Under- 
writers’ Laboratories . . 


4 Filmosound “Master” 


Capacity, 1600 feet sound or silent film . . 750 watt pro- 
jection lamp. Magnilite condenser . . Fully corrected 2-inch 
F1.6 lens . . Operates at 24 and 16 frames per second. 
Governor controlled . . Clutch for ‘“‘still” projection. Re- 
verse gear shift. Motor rewind. Metered lubrication. Heli- 
eal gear drive. Aerodual cooling. Side-tension film move- 
ment .. Amplifier has three audio stages. Noiseless exciter 
lamp. “‘Photo-hiss reducing” type volume control. Sound 
filter system. 12-inch electro-dynamic speaker . . One-hand 
tilt, rack and pinion; four point suspension . . Micro- 
phone input system . . Operates on 100 to 125 volts, 60 
eyeles A.C. 25 to 60 cycle A.C. units available . . Amplifier 
requires converter for D.C. . .Adjustable optical slit assem- 
bly for reverse emulsion film . . In two cases. Sound-absorb- 
ing “blimp” case holds projector and amplifying unit. Com- 
bined weight, 91 pounds . . Approved by Underwriters’ 
Laboratories . . 








CLASSROOM 


100 East Ohio Street 











4 Filmosound “Auditorium” 


Synchronized change-over of reels 
Capacity, 1600 feet sound or silent film . . Provision for 
two projectors with instantaneous single-control change- 
over . . 1200 watt projection lamp . . Fast 2-inch F1.6 lens. 
Other sizes available . . Operates at 16 to 24 frames per 
second. Separate motor for film take-up and rewind. 
Sealed motor lubrication. Built-in voltmeter. Variable re- 
sistance. Gear drive. Pilet light. Aerodual cooling and 
humidifier . . Amplifier with 50 watt output for two 
speakers, 30 watts for single. Clutch for “still” projec- 
tion. Permanent-magnet speakers . . Two-way tilting de- 
vice . . Microphone and phonograph input circuit . . Op- 
erates on 100 to 125 volt, 60 cycle A.C. . . Converter for 
amplifier required for D.C. . . In three cases for semi- 
permanent installation. Unit can be had with one speaker 
and two projectors; two speakers and two projectors; one 
speaker and one projector and two speakers and one pro- 


jector . . Approved by Underwriters’ Laboratories . . 


4 Filmosound 16mm. “Are’ 


Where theatre-brilliance is needed 
Familiar Filmo Projector features which appear again in 
the Filmoare include the B&H intermittent mechanism 
with its 9-to-1 ratio, the side tension method of register- 


ing film at the aperture, “floating film” protection, metered 


lubrication, and **Flexomatic”™ 


sprocket guards. Simplicity 
of operation and care have been skillfully provided for by 
the engineers. Both sound and silent (24 and 16) film 
speeds are provided, so that either type of film may be 
shown at the proper operating speed. Film reels as large 
as 1600-foot are accommodated. Film rewinding is done 


by a secondary electric motor, and without operating pro- 





jector mechanism, projector motor, or are lamp. Two 
Filmoare models are offered. One provides a roll-away 
stand which supports projector, amplifier, and rectifier. 


The other, more 





ompact when packed for transportation, 
mounts the projector upon a stand having adjustable legs, 
while the amplifier rests upon a smaller stand directly be- 


LABORATORIES 


Chicago, Illinois 


* A combination projector-amplifier-speaker unit is offered by this well-known educa- 
tional supplier under the trade-name “The Soundmaster”. Although a newcomer to the 
field of 16mm. sound projection, The Soundmaster is said to have been developed 
over a long period of careful research. Interested users are invited by the manufacturer 


to request a demonstration, particularly where acoustical problems exist. 


4 16mm. Sound Projector—I 


An all-purpose projector for audiences from 1 to 1,500. 
Incorporating modern refinements plus bright flickerless 
pictures and superior sound that are essentials to be con- 
sidered in evaluating a sound projector. Very simple to 
operate due to development of every possible safety pre- 
caution, an easy tilting device, error-proof connections, 
progressive threading, the elimination of film crossovers, 
and the use of only two sprockets. 750 or 1,000 watt lamp, 
large barrel F1.6 super projection lens, 1,600 ft. film capac- 
ity. Built entirely from the ground up for sound, equipped 
from the first with dual sound stabilizers and automatic 
film adjuster . . 


« Speaker and Amplifier—tl 


15 watt amplifier, 12 inch speaker, hiss eliminator, con- 
nection for microphone and phonograph. The amplifier 
unit is separate and when not in use fits into the speaker 


case, thus providing a public address unit in one case . . 


EDITOR’S NOTE 
Because of changes in price, ete. it 
has been considered more practical 
to supply separate price sheet keyed 
to this section. Sent without obliga- 
tion, simply address The Screen 
Service Bureau, Business Screen Mag- 
azine, 20 N. Wacker Drive, Chicago. 
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The DeVRY CORPORATION 


LLLL Armitage 


Chicago, Illinois 


Hollywood 


& The name DeVry has been prominently identified with motion picture equip- 
ment manufacture for 26 years. Today, the Corporation is still under the leader- 
ship of its pioneer president, Herman A. DeVry and offers both 16mm. and 
35mm. equipment for school, business and theatrical use. While the Company's 
e has always been synonymous with quality, prices are well in range with 
ud and silent models of similar capacities. The Sprocket Intermittent is a 
featured addition to recent l6mm. Sound Projector models. All accessories are 
available, as well as Public Address Systems, Sound and Silent Cameras and 
other Visual-Auditory products developed by the Corporation and Mr. DeVry. 


4 DeVry Model “Q” 


The new low-priced sound projector 


Model Q is a “single-case” projector with amplifier, dy- 
namic speaker and projection equipment in one case, all 
weighing approximately 48 pounds. 1600 feet sound film 
capacity; folding reel arms for portability. The speaker is 
detachable. Mechanical equipment features synchromatic 
threading . . . automatic film adjustment . . . filmglide op- 
eration . . . removable aperture plates and shockproof 


eushioned mechanism. Dual sound stabilizers and provi- 





ns for additional microphone and phonograph attach- 


ments are also available 


< Model “Q” (Front) 


mpactness of the single case equipment is illustrated by 





the front view picture at left. “Model “Q” offers ample 
volume for 500 people or less, simplicity of operation . . . 


my, lightness and compactness.” Additional ampli- 






fier and speaker supplied for larger auditoriums at nominal 


cost. Model “Q" projects both silent and sound films. 


4 DeVry “Interpreter” 


Capacity: 1600 feet sound or silent film. Folding non-de- 
tachable reel arms. Speaker and amplifier in separate 
sound-proofed blimp case. Gray crinkle finish. Weight: 


Projector and case, 44 pounds; amplifier, 36 fy 





inch permanent magnet type speaker. Standard DeVry fea- 
tures: automatic (synchromatic) threading of picture and 
sound; automatic film adjustment; filmglide operation; 


rd me- 





ovable aperture plates and shockproof-cushior 






chanism. Standard equipment: 750 watt projection lamp. 


(Interchangeable with 1000 and 1200 watt). 2-inch foeal 





length F1.65 lens. interchangeable with L% 





rolled const 





inch sizes. Governor co nt speed motor, speed 





control knob, centralized oiling, pilet light operated by 
switch, roller bearing type sprocket idlers. Centralized and 
illu 


adjustable silent speed, tilting device. Amplifier has 20 





nated control p ; built-in silent-sound switch with 





watt output. Double exciter lamp socket, microphone and 
phonograph input system: tone and volume controls. Public 


address microphone jack equipped 


4 DeVry Model “DeLuxe” 


Capacity, 1600 feet, sound or silent film. The two-case 
“sprocket intermittent” deluxe l6mm. portable model of 
the DeVry line. Utilizes a “rotary-movement™ for carrying 


film track, an exclusive DeVry feature. Hlur ated control 





dials on amplifier; governor controlled (constant speed) 





motor. 750 watt illumination, forced type ventilation. Pro- 
jection movement features roller idlers, continuous opera- 
tion in oil, removable aperture plates with easy accessibility 
to all working parts and threading. Shockproof cushioned 
mechanism ... simplified one shot oiling system. Reel arms 
fold in 


99 pounds ab 


o case, hook in door for extra reel. Total weight 





equally divided-projector weight, 46 





pounds; amplifier and speaker, 53 pounds. Regular ampli- 


fier, 20 watt output; facilities for public address micro- 





phone and phonograph attachment 





























4 DeVry 16mm. “Are” 


For “long-throw” and large audiences 


The new DeVry l6mm. are lamp sound projector is especi- 
ally designed for auditoriums and business theatre use 
where length of the projection “throw”, large audiences 
and auditoriums demand added theatre brilliance. Principal 


features include heavy duty “sprocket intermittent” move- 
ment, 4,000 feet film capacity . . . high intensity carbon 
are capable of providing a 24 ft. image with a throw of 
125 feet or more. Separate ventilating system and insulated 
dises between carbon and aperture eliminating heat re- 
sistance glass thereby increasing the intensity of the light 
on the sereen. This gives DeVry Are projector sufficient 


light for standard theatre projection. 





EASTMAN KODAK COMPANY 


Rochester, New York Eastman Kodak Stores, 
in all principal cities 


% Only one 16mm. sound projector is manufactured by Eastman Kodak. However, the 
Sound Kodascope achieves new and higher standards of excellence as a reproducer of 
sound and motion pictures for home, industrial or educational use. Although priced 
higher than all standard makes now in general use, the Sound Kodascope undoubtedly 
meets the requirements of the user to whom price is no criterion. Wide range, great 
subtlety and realism were achieved by Kodak engineers who were instructed to produce 
the finest possible 16mm. sound projector, regardless of cost. Custom built, the Special 


may be adapted to meet specific requirements. 


4 Sound Kodascope Special 


Capacity, 1600 feet sound or silent film. 750-watt biplane 
filament projection lamp (pre-focus base lamps may be 
used). Reflector, condenser and projection lenses designed 
to obtain highest efficiency. Ventilator fan mounted directly 
on motor shaft. Suplied with 2-inch, {1.6 lens. (for long 
throws, 4-inch, f1.6 lens available). Controls include: con- 
trol lever which also actuates automatic loop formers . . . 
trial switch . . focusing knob, tone control, speed shift 
button, sound optics shifting knob, volume control, fram- 
ing serew, elevating knob, microphone (or phonograph 
pickup) jack and rewind lever. Rewind controlled by 
separate motor. Sound optics include variable focus for 


reversal or duplicate films . .. modulated beam flows to 





photoelectric cell through optical conductor . . pre- ampli- 


fier with two tubes in projector . . ruby signal window. 


4 Sound Kodascope-Case 


With case closed, Kodascope Special measures sixteen 
inches high; eleven inches front to back and eight inches 
wide. Compactness aided by offsetting take-up reel which 
revolves parallel to front of projector. On rewinding con- 
trolled by separate motor, upper reel rotated into line with 
lower. Projector operates on 100-125 volt, 60-cycle A.C. 


eurrent; D.C. operati with converter. Entire mechanism 





enclosed in cast aluminum case, rubber lacquer finish. 





chromium bands. Case may be entirely removed for in- 
spection of the mechanism. Supplied complete with suit- 
case type carrying case, incidental accessories and 1600- 


foot reel. 






















































































VICTOR ANIMATOGRAPH CORP. 


General Offices and Plant Davenport, lowa 


+ Multiple Speaker 


By the addition of one or more speakers the basic Victor 


Animatophone Projector becomes a convenient, small, light 
% For more than a quarter-century, the name Victor has been associated with 


great achievement in the non-theatrical motion picture industry. In 1939, 
pioneer Alexander F. Victor, president of the Victor Animatograph Corpora- 
tion, presents an entirely new projector ... the New Series 40 Projector, des- 
tined to be among the leaders when quality 16mm. sound equipment is judged. 

Intense illumination, high sound qualities and compact portability are among 
the outstanding features of the Series 40. The new Add-a-Unit principal offers 
a full line of accessory equipment especially designed to match Series 40 
Models. Cameras, lenses, steropticans as well as specially adapted models of 
; both sound and silent projectors are offered. Usual full guarantees apply. 


weight, sturdy sound projecter outfit adequate for audi- 





torium use or public address system. Separate AddA 
4Unit speakers 12” and 15” may be used with 40A or 
10B Animatophones, with or without extra amplification 
Type: Special high fidelity permanent magnet with imped- 
ance transformer and matching switch with settings for 1, 
2, 3, and 4 speaker operation. Case: Acoustically treated. 
leatherette-covered, affords maximum baffle, 1600’ reel 
compartment, and attachment cord rack. Speaker cone pro- 
tected by grille. Attachment Cord: 100 feet, 2-wire cable 
with two male plugs . . 























4 Series 40 Animatophone 


The newly-developed sound projector 


Projector — Operating Speeds: Governed, 16-frame silent 
and 24-frame sound, on all models unless otherwise noted. 
Still Pictures: Safety shutter and shutter control knob pro- 
vide for stopping film and projecting “stills” from single 
frames. Optical System: Victor High Efficiency Conza Con- 
densing Lens System, and indestructible metal reflector 
permanently focused and precision aligned on optical axis. 
Projection Lens: 2” high-speed F1.6 standard equipment. 
Other focal lengths —1%”" to 4” — interchangeable. 
Lamps: Standard prefocused base . .. . obtainable any- 
where. Standard equipment: 750 watt. 1000 watt, and 
lower wattage lamps interchangeable. Switch provides for 
operating motor with lamp off. Cooling System: Victor 
“Spira-Draft” ventilation (see feature descriptions) pro- 
vides perfect cooling of lamp house and prolongs lamp life. 
Motor: (Reversible) Universal AC-DC, VICTOR-G.E., with 
switch-operated, 2-speed governor. Take-up: Positive belt- 
drive, with film tension equalizer to prevent film damage. 
Gently but firmly winds film onto all size reels — 100 to 
1600 feet. Rewind: Rapid, motor-driven (projector mech- 
anism not in‘ operation during rewinding). No shifting of 


reels necessary before rewinding. 


® 1 

4 Animatophone-Case 

Shown closed, ready for transportation 
SOUND UNIT — Sound Lens: Special formula — highly 
corrected — with precision light slit. Unusual depth of focus 
insures maximum quality with Kodachrome as well as 
black-and-white. Microscopically set and sealed for correct, 
permanent adjustment. Photo Cell: Special, in prefocused 
base, mounted in vibrationless rubber. Adjustable voltage 
control insures peak performance at all times and on all 
voltages (90 to 125). Exciter Lamp: Prefocused G.E. T-8, 
5 volt, 64% Ampere VICTOR Special. Filament construction 
and exceptional beam-intensity of this exciter are impor- 


tant assets to high quality reproduction . . 


Case — “Blimp,” Leatherette-covered. Sturdy, rust-proof 
hardware. Unit entirely ENCLOSED during operation. Am- 
plifier — Basic amplifier (5-8 or 15 watts output, depend- 
ing on model) is built inte case with projector. Any output 


of up te 55 watts may be obtained by selecting Addi{.A 





to give power desired .. 


+ Integral Speaker 


By the simple addition of an integral speaker, the basic 
Victor Animatophone Projector becomes a complete, com- 
pact sound projection outfit adequate for class rooms, 
homes, sales meetings, ete. UNIT H (recommended only for 
small room use with the basic Model 40A Projector. Sepa- 
rate 12” or 15” speakers should be used with greater ampli- 
fication in larger rooms). Unit H affords unusual compact- 


ness and great convenience in portability as it makes an 


“all-in-one” sound unit. Permanent magnet type, equipped 


with 50 ft. attachment cord. Cone is protected by mesh 
zrille with special Duvetyn finish. Size: 3%" x 94%” x 


15%". Weight 6% pounds. . 


+ Amplifier 


The addition of an amplifier to the basic Victor Animate- 
phone Projector provides an outfit with maximum output 
power suitable for largest auditoriums or outdoor applica- 
tions. AMPLIFIERS are assembled in attractively finished 
sheet metal housings and are enclosed in sturdy leatherette- 
vered cases with grille covers. Snaps onte bottom of 
projector case. LifTop may be added fer carrying Amplifier 
separately. Frequency Range: 40 to 10,000 cycles. Overall 
Gain: 120db. Safety Fuse: 3-Ampere, radio type. Control : 
Volume, Tone, Microphone-Phono mixer. Speaker Socket: 
For 12” or 15” speakers. Power Sockets: A.C. input sup- 
plies power to amplifier and projector, and A.C. output 
socket provides power for turntable or other electrical ac- 
cessories. Attachment Jacks: See specifications on different 
lels. When amplifier is used as separate P.A. system, 
photo-cell jack may be used to accommodate turntable. 

















+ Public Address System 


When desired the Victor Animatophone Sound Projector 
outfit may be converted into a public address system by the 


addition of a microphone . . 


+ Record Turntable 


The addition of a record turntable adapts the Victor Ani- 
matophone for teaching music appreciation, voice, speech, 
language or dancing, or when used with other Add A 
Unit equipment furnishes music for large assemblages 


indoors or on outdoor locations . . 


+ (Central Radio System 


When desired a central radio public address sound sytem 
may be added to the basic Victor Projector and other 
Add 4A4 Unit equipment to provide a complete central 
sound system adequate for relaying radio broadcasts, pho- 
nograph record reproduction, and microphone announce- 


ments to as many individual rooms as desired . 


A recording unit suitable for making clear, full-toned and 
inexpensive transeriptions, is available as a part of Victor 


Add_| A| Unit equipment. Details on appplication . . 


Other Animatograph Models: Especially adapted to various 
types of commercial and educational showings. Information 


will be furnished on request by the Company. 


OTHER LINES of EQUIPMENT: 


Manufacturers of portable 16mm. Sound Projection Equipment not represented in the 


above pictures are included herein: 


HOLMES PROJECTOR COMPANY, 1813 Orchard Street, Chicago, Illinois offers the 
Holmes 16mm. Sprocket Sound-on-Film Projector. This new low-priced four-in-one equip- 
ment includes the sound projector, a public address system; silent projection and an electric 
turntable addition. The complete equipment for this model weighs but 58 pounds. A special 
Holmes rear picture shutter, adjustable aperture gate; decimittent sprocket movement, 
straight sound aperture, high fidelity sound lens and 10 watt amplifier are specified. The 
manufacturer enjoys a national reputation for projector excellence. Standard theatre pro- 


jectors (35mm.) are also manufactured. 


UNIVERSAL SOUND PROJECTORS are manufactured by the Sentry Safety Control 
Corporation, 1921 Oxford Street, Philadelphia, Pa. A showroom is maintained at 1600 
Broadway in New York City where a full line of Universal 16mm. Sound-on-Film Projectors 
is displayed. A new all-purpose model, precision built and completely flexible to the varied 


demands of business and classroom use is now offered. 


OTHER SOUND MANUFACTURERS and Service Agencies include Andre DeBrie, Inc., 
115 West 45th Street, New York City; Pacent Engineering Corporation, 79 Madison Avenue, 
New York City; S. O. S. Cinema Supply Corp., 636 Eleventh Avenue, New York City, and 
the Weber Machine Corporation, 59 Rutter Street, Rochester, New York. 
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SOUND PROJECTION 


3imm. Motion Pictures 


The DEVRY CORPORATION 


Vew York Hollywood 


*%& DeVry Theatre Projectors and the useful DeVry field 35mm. portable are 
widely used where 35mm. projection is at all possible. Particularly is this true 
in the headquarters theatre-auditorium such as many business concerns now 


have and in the projection of films before large audiences such as conventions. 





i 


4 DeVry 35mm. “Portable” 


Field showings on theatre-size film 


For road-showings or for business and educz nal audi- 





torium prejection of 35mm. (theatre-size) films where a 
conveniently-portable projector is necessary, the redesigned 
and improved DeVry Model ESF with a 2,000 foot capacity 
magazine is widely used. Features Geneva movement for 
film track . . . automatic tension .. . double, self-locking 
idlers . . . steel head, rubber insulated . . . perfectly 


aligned optical system ... forced ventilation .. . automatic 





takeup. Projecti lens, 5” (interchangeable with other 





focal length lenses}. Soundhead: with exciter lamp, 
photo-cell, factory-matched to a 20-watt Model “D” ampli- 
fier; furnished complete with tubes, speaker, cord, pilot 
lamp and plugs. Built in two sturdy cases with weight 
distributed for easier carriage. 1,000 foot capacity maga- 


zine optional. 


4 DeVry 35mm. “Semi-Portable” 


Featuring the silent chain drive 


The DeVry semi-portable theatre projector with 2,000 





foot magazine capacity features the regular DeVry theatre 
projector mechanism (with 1000-watt lamp illumination) 
but is obtainable without the solid base or legs so that it can 


be moved easily and can be set on any firm table or stand. 





The DeVry theatre projection features: silent chain drive, 
rear fin barrel shutter (no meshed gears), extra webbing 
nt and the DeVry “Brillante” 


lens, are included in the Semi-Portable model system. 






to protect the Geneva mover 







Heavy duty construction » all mechanical parts such as 





tilting devices, case, handles, movement supporters, ete. 





New lamphouse equipped with independent motor and fan. 





1000-watt illumination, biplane bi-post prefocus lamp. 
(Thus replaces are lamp units in business and educational 


theatre setups of moderate size.) Any size DeVry amplifier 





and speaker used without mechanical wiring change. Net 


weight, 125 pounds. Gross, 225 pounds. 



































4 Standard 35mm. DeVry 


Suitable for the business theatre 


The DeVry theatre projector is standard equipment in 
numerous entertainment theatres both here and abroad so 
the “Standard” model is aptly named. For the permanent 
installation in business or educational theatres, the 


“Standard” offers professional theatre-quality utility. 





Projection features include the silent chain drive (no 
meshed gears) — double V belt from motor to mechanism 
. + powerful are lamps or choice of three incandescent 
combinations of 1,000 watts, 110 volts: 1500-watts, 110 
volts; and 2100-watts, 60 volts with transformer, each one 
capable of two size lamps withot mechanical change. Rear 
fin barrel shutter, extra webbing of intermittent movement 
(Geneva cross type) and streamlined dust-proof case. The 


“Brillante” 


* lens, adopted in many theatres, is standard 


equipment. 2,000 or 4,000 foot magazine capacity optional. 






























4 “Super” 35mm. DeVry 


The finest of DeVry’s theatre line 


The latest developments from the design and engineering 
departments of the DeVry Chicago factory are embodied in 
the Super DeVry 35mm. theatre projector. Its handsome 
streamlined case contains the perfected projection move- 
ment, finest “Brillante” lens equipment, and the “Super” 
are equipment especially suitable for the largest audi- 
toriums and the presentation of brilliant images with high- 
est quality sound reproduction on the theatre-size screen. 
Principal additions to previous DeVry models concern are 
equipment. Complete details, installation suggestions, ete. 
furnished to interested users upon request by factory 
representative. The exclusive DeVry silent chain drive fea- 
ture is standard on the “Super” as on all other DeVry 
theatre models. 


TULUM 


INTERNATIONAL PROJECTOR CORP. 


92 Gold Street 








OTHER LINES OF EQUIPMENT 


RCA sound head equipment is featured with Sim- 
plex and other leading types of 35mm. theatre 
projectors. For literature and complete technical 
details address the RCA Photophone Division, 
RCA Manufacturing Company, Camden, New Jer- 





sey. Complete specifications will be forwarded to 





prospective users of 3 - sound equipment in 


New York, N.Y. 


4 Simplex Type SP-"Mazda” 


Simplex sound projectors, used where quality 35mm. sound 
and picture reproduction is demanded, are practically 
synonymous with Hollywood. Two variations of the more 
portable SP models are shown. The top illustration shows 
the SP Model with Mazda illumination and the lower view 
shows the same model with arc equipment. Simplex installa- 
tions at the New York World’s Fair include the theatres of 
the National Biscuit Company, Chrysler, ete. The Model 
SP is particularly adapted to use in the business and educa- 
tional field because of its portability. The pedestal illustrat- 
ed or a demontable metal stand are optional. The column 
shown permits left or left rotation and tilting from hori- 
zontal to 30 degree position. Equipment includes modern 
type electro-dynamic loud speaker with mounted in 41 inch 
non-directional baffle, matched to NP-20 or NP-25 (20 or 
25 watts) amplifiers. Are equipment is low intensity re- 
flector type are lamp with carbons fed continuously and 
automatically; are-image-device permits easy adjustment. 
Mazda lamp equipment with motor-driven fan cooling sys- 
tem permits use of either 1,000 or 1,500-watt prefocused 


lamp. 


4 Simplex Type SP-“Are” 


Projector Type SP — Drive: only gears used. Intermittent : 
hardened and ground star wheel and cam running in oil 
bath. Lens Mount: accommodates “Series I’ and “Series 
Il” lens. Lens: 5” “Series I’ B & L furnished; any size 
lens optional. Sound Optic: Bausch & Lomb, scanning 
beam .0008” wide. Excitation, AC: 10 volt, 7.5 amp. lamp 
is standard. DC Excitation: 10 volt, 5 amps. lamp 
is optional. Phototube: RCA 918 furnished. Motor: 115 
volt, 60 cycle AC is standard, optional 115 volt, 50 cycle 
AC or universal governor type moter 105-120 volts AC- 
DC with or without external variable speed control. Case: 
top, rear and base cast aluminum; panels of laminated 
polished black bakelite. Overall dimensions: height 264%”, 
length 27%", width 10%". Weight: 90 pounds. Maga- 
zines — 2,000 foot reel capacity. Takeup Magazine en- 
closed within projector case. Feed Magazine externally 
mounted. 


Other “Simplex” theatre model projectors are available 
but not shown on this page becase of space limitations. 


Address the manufacturer for full information. 


either the business or educational fields. 


Holmes Projector Company, 1813 Orchard Street, Chicago, 
Illinois manufactures a highly-recommended line of theatre 
projection equipment. New Holmes models were recently 
announced (too late for publication in this number) but 
full technical specifications and other data will be furn- 
ished on your written request addressed to the manu- 
facturer. 
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SILENT PROJECTION 


16mm Motion Pictures 


4 Filmo “Showmaster” 


Manufactured by Bell & Howell 
Capacity, 1600 feet silent film . . 750 watt, 100-125 wolt 
projection lamp. Also 400 and 500 watt, 100 volt lamps 


may be used. Resistance lever to give lamp fast normal 





100 volt load on 100-125 volt lines . . Magnilite condenser 








. - Fast 2 h FL.6 lens. Two-speed focusing with lens lock. 
Other lenses available from %- h to 4-inches . . metered 
* As in the theatrical phase, the era of commercial and educational motion subeication . . Automatic meter owind . . Lamp ewilech . - 


; : : o Reels placed “fore and aft” for reverse action . . Clutch 
pictures turned from silent to sound projection a decade ago. With the in- 





for “still” projec . Safety shutter . . Built-in variable 


creased demand and production of sound projectors bringing lower prices. resistance and voltmeter . . Pilot light . . Two-way tilting 





device . . Carrying case acco 





modates pre 





ector, two 
and a corresponding rise in the number of sound projectors available in the 1600-foot reels, two 400-foot reels and extra lenses and 


distribution field, the silent projector retains a more and more li 





ited sphere lamps . . Finished in brown fabric leather. Weight, 16 


i pounds . . Also model for 32 volt lines. Comes equipped 
of usefulness. Its special uses in places where sound is impractical are ac- with 400 watt, 32 volt lamp and 32 yolt motor . . Approved 


by Underwriters’ Laboratories . . 





cepted, however, and the user may find this general listing helpful. It should 
be understood that the projectors shown, some of which are convertible to 


sound, are of a “professional” quality, not to be confused with amateur equip- 


4 DeVry Model “@" 


ment or toys. 











4 Ampro Model “NC 


A product of The Ampro Corporation 
By adding sound head and amplifier, this model without 
alteration can be converted into the Amprosound Models 
N, NB, U, UB, or L. at as 
100 feet silent film. 1600 feet optional . . Standard 750 





of expense. Capacity, 


watt or under projection lamp .. Operates on 25 to 60 
eyeles A.C. or D.C. current . . Standard 2-inch focal length 


F1L.65 objective lens. Interchangeable with l-inch to 4-inch 





standard le - Motor and belt drive. Centralized lubri- 


cation. Motor has grease sealed ball-bearings . . Button 






for “still” projection. Aut 





ic safety shutter prevents 
blistering or burning film .. Reverse film switch . . Auto- 
matic rewind. No transferring of reels or belts . . Easy 


ding . . Flickerless pictures at spe 





s as low as 13 





per sec 





nd .. Triple claw movement . . Control 





knob for speed . . Micrometrice lamp adjustment . . Fr: ng 


button . . Pilot light operates with switch . . Centralized 





trol panel . . Adequate cooling system . . Two-way 








x control knob . . Bi-convex condenser lens . . Reel 








loe « device for all 1600 foot reel arms . . Aluminum 
easting throughout for portability . . . Finished in 
Ampro brown, crinkle-baked enamel with chromium plated 
and stainless steel fittings . . Approved by the Underwrit- 


ers’ Laboratories. Listed under Fair Trade Agree 


4 Ampro Model “KD” 


A product of The Ampro Corporation 


ent 





Capacity, 400 feet of silent film. 1600 feet optional. Sound 
film can be used on silent models . . Standard 750 watt or 
under projection lamp . . Operates on 25 to 60 cycles A.C 
or D.C. current . . Standard 2-inch focal length F1.65 ob- 
je 





ive lens. Interchangeable with l-inch to 4-inch lenses 





- Centralized lubrication. Motor has grease sealed ball- 
bearings ... Button for “still” projection . . Automatic 
safety shutter prevents blistering or burning film 


Reverse film switch . . . Automatic rewind . . . No 





transferring of or belts . . Easy threading 

Flickerless pictures at speeds as low as 13 frames per see- 
ond . . Triple claw movement . . Control knob for speed 
regulation . . Micrometric lamp adjustment . . Framing 


Automatic pilot light . . Centralized control 





system Two-way tilt 








control kr . Bi-convex condenser lens . . Reel locking 
device for all 1600 foot reel arms . . Aluminum castings 
throughout for portability . . Finished in Ampro brown, 


erinkle-baked enamel with chromium plated and stainless 






steel fittings . . 32-volt operat 





n is available only for 
Model “KD” . . Approved by the Underwriters’ Labora- 


tories . . Listed under Fair Trade Agreement . . 


4 Filmo “Master” 







































Mfrd. by The DeVry Corporation 


The familiar DeVry silent model G projector with motor 


drive is now equipped with a rever switch, 






rewind and stop-on-film feature. The new 
less than ten pounds and has been widely accepted by 
business organizations and schools. Die-cast housing . . . 


- acccommodations for 100-400 foot 





‘cial low price considering its high-watt- 





age bril (200-watt) are the advertised features of 
Model G. The projector also features an efficient framer 
and positive tilting device as well as added portability be- 
cause of its r ; 


reel ar Manufactured by The 





DeVry Corpora . Chicago, Hlinois 


4 Eastman Kodascope 
From Eastman Kodak Co., Rochester 


Special features of Kodascope G, Series 11 include 
“Tailor-Made” Projection, with five lenses and three lamps 


available to form the perfect combination for you. Con- 





tration of controls. Four of the major operating fu 








tions, for example, are controlled by a single switch. A 
threading light, illuminating the film path so that the 
operator can carry out the few necessary threading adjust- 
ments in an otherwise darkened room without delay or 
fe i 





bling. This light automatically goes off as pre 











beg , and may be relighted during rewinding. Proj on” 
of any single “frame” of your movies, as a “still,” with 


full, automatic protection of the arrested film. Exact align- 





nt of lamp filament, in relation to reflector and con- 






rolled by set-screw on side of lamp housing. 





plified film threading. A hinged film gate, permanently 
positioned, opens wide, affording ample finger room; the 
film slips into proper place accurately and easily. Variable 


1. Th 


or in film life and frees 





projection sy e area of the film never touches 





metal, a fae 1 abrasion 





fr 
marks. Adaptability to either D.C. or A.C. 25- 
100- to 125-volt lines. 


to 60-cycle, 


4 Victor Model “11° 


By Victor Animatograph, Davenport 


In small rooms or ta 





ree auditoriums, large or small pic- 
tures, long or short throws, this Victor projector insures 
professional results. It embodies all the outstanding pro- 
jection features that have made Victor the world’s favorite. 


Its weight is only 13 pounds. Victor features include four 





point film protection — super Hi Power illu ation — 
super efficient cooling that saves lamps — Four-in-one 
control for easy operation — permanent freedom from 
“jumpy” pictures —pilot light——lamp and motor switches 
— full 


tilt — two-way rapid rewind. Model 22 is 















Manufactured by Bell & Howell ee eee eee oe eee 
¢ case and accommodates 1600 ft. reels. . . 
Capacity, 400 feet film . . 750 watt, line-voltage pro- 
jection lamp. Also 300, 400 and 500 watt line-voltage 
lamps may be used. Magnilite condenser . . Fast 2-inch F1L.6 
lens. Other lenses available from t-inches 
F rely gear driven. No belts nor « inside or out. 
Gears enclosed by aluminum-alloy die castings for silent 
operation . . Automatic motor rewind . . Lamp switch for 
turning off lamp during film rewinding . . Lever for reverse 
film on .. Sealed motor lubrication . .Clutch for “still” 
projection with safety shutter for the protection of station- 
ary film from heat . . No-glare pilot licht . . Two-way tiltir 
device . .Finished in dark brown crinkle-baked enamel. Fit- 
tings are of brown bakelite and polished nickel plate 
Carrying case with drop fro permitting easy removal of 
ready-erect projector . . Co ts for two 400-foot 
eet, CEN Soe, eaten AEN ote, +. Ree Beer OTHER SILENT PROJECTION EQUIPMENT: cessories and operate on A.C.-D.C. current. 
- covering . . Also model for 32 volt lines. Comes equipped 
. with 400 watt, 32 volt lamp and 32 volt motor . . Weight, AMERICAN BOLEX Company, 155 E. 44th St., KEYSTONE MFG. Co., Boston, Massachusetis, produces 
. 14 pounds .. Approved by Underwriters’ Laboratories . New York City, offers three l6mm. silent pro- a line of inexpensive l6n it projectors as well as 
= jectors which provide motor rewinding, full ac- slide projection and film editing devices. 
\e 




















































































































CONTINUOUS MOTION 
PICTURE PROJECTION 


*% The equipme 
and silent motion picture and slide projection apparatus offered for advertis- 
ing displays at conventions and exhibits, ete. A frank understanding of the 


st every type of continuous projector is important to the 


ut reviewed represents a majority of the “continuous” sound 








user. In the case of motion pictures, mechanical mechanisms must carry deli- 
eate film in continual motion and subject to varying degrees of temperature 
and humidity. With these conditions anticipated, however, the user n 





y derive 
both service and satisfaction. Established sales agencies and manufacturers 





service equipn 





nt and surprising records of uninterrupted operation have 
been achieved. 


Automotion 


An autor self-winding lomm. projector, showing in 
» light. at 


ous projecti« 








day or e otion was designed for heavy 
». Continuous Action: derived 
‘nted belt conveyor. Intermittent Claw: is 
mech accurate and fi 
oiled automatically. Rock steac ss of pictures is attained 
without the usual heavy pressure springs, which tear the 
film. The Optical System: gives the utmost efficiency from 
tors equipped with Oo watt 
50 watt bulbs in other projectors 


duty cont 





from our 





s in bronze gibs which are 

















ttomotion Proje 


valent to 





reflector is heat proof. The Lamp House: is 





eter through which cold air is drawn 
fan revolving at 5000 revolutions P.M. The 
vl by Rebbins & Myers is power- 








ful, viheationless, long-lived, and vastly superior to ordi- 
nary home prejector motors. Electrical parts: are made 
by General Electric and Ward Leonard Electric Co. A Mer- 
cury Switch: instantly cuts off the 





eurrent in cs 





tion is interrupted. Available from Advertising Projectors 
Ine. 10 UW. 33rd St.. New York City 


¢ Advitagraph 


Several years of intensive research preceded the announce- 





ent of the Advitagraph Projector by its Louisville 
eky 1 





facturer. Within recent months the 





has begun offering its product to advertisers and d 
and the important tests of actual field usage has ap- 


parently been passed. Advitagraph features a 





antidrag film fee system (noted in the ace 
illustration) and an individual mirror-shuttle type of 
projection. Specially designed display cabinets are used 
with the projector unit. Prospective users may contact 
the Advitagraph Corp., Louisville, Kentucky, for adequate 


demonstrations, guarantees of service. ete 


4 A-L Merchandiser 


the A-L. Merchandiser, developed in the Akeley 
Laboratories, has been recently placed on the 
advertising film projector market. This me 
ically repeats a merchar 
a store, store 
the Merchandiser a 


Camera 










of opti 
wlass stepe the image as the film reels smoothly and un- 
hesitatingly along. There are no shocks or jerks. The use 
of this simple optical system reduces the normal multi- 
plicity of gears and claws to two simple spurr gears and 
y of oil-less and ball bearings elir ate the need of 
icating the machine. A major cost item, other than 
rred through * necessity to service termittent 
' s, is the lamp st. The lamp used the Mer- 
chandiser is an ordinary Watt, 100 hour lamp. Another 
ue feature is the removable magazine which the 
is received already to be inserted in the machine. 
There are two types of these magazines, one of which 
consists of « den rollers which is so low in cost 
that the entire magazine, together with the worn-out film 
may be thrown away at the end of the run. Manufactured 
by the Akeley Camera Company, 175 Varick Street, New 
York City. 
















< Ampro “Continuous” 


Seven Different Models Featured 


Seven continueus projector models are included in the 








Ampro line. Four of these are continuous units for silent 


film; three feature sound. The model pictured is CS5. 
















from the large cabinet model which shows 400’ of con- 






talking pictures om a sereen 15” by 20”. The 


projector is the Amprosound Model U. Other sound units 


are suitease models of 400’ and 800’ capacity installed 





in portable sound-proofed suitcases with a 10” speaker 
im a separate carrying case. 750 illumination is general 
Seund models operate on AC (DC on 150 watt converter): 


els on cither AC or Dt 4 product of The 








silent 







impro Corporation, Chicago, Mlinois 









































4 Bell & Howell “Continuous” 


An 800 ft. continuous attachment of unique design is of- 
fered by Bell & Howell for use with Filme and Filmosound 
Projectors; shown mounted on a Filmosound model 138. 
The attachment is for use with Lom , either sound 
tight hundred feet of sound film, at 24 frames 
per second, provides a 22 minute showing; silent film at 
16 frames per second provides a 33 minute showing, be- 
fore repeating. Showings of these extra lengths are very 
much desired by those exhibiting at fairs, conventions, 

*. The continuous attachment is now supplied for Filme 






or silent. 





at projector models 57 and 129, and for Filmosound 
models 120, 138 and 142 with the exception of the vari- 
dels. A product of Bell & Howell, 1801 
Larchmont Avenue, Chicago. . . 





able resistance m 


4 Contimovie 


The Contimovie is a film rewind-attachment 
manu ured under International patents. All parts are 
made of either chromium plated, stainless or rolled steel. 
It is designed on a totally new principle that causes no 
tension or abrasion upon the film and insures against 
break-downs. The device is a horizontal turntable resem- 
bling the turntable of a phonograph. The Contimovie is a 
series of independent concentric dises. The center dise is 
driven by means of a shaft which derives its power from 
th »r of the projector by means of a flexible shaft or 
chain drive. All the other dises are frictionally driven 
and the speed of these discs varies according to the weight 
of the f on each dise. The apparatus can be attached 
to any existing projector by means of flexible shaft or 
otherwise. Address: Contimovie Sales Corp., 52 Vander- 
bilt Ave., New York City. 
















4 Victor “Continuous” 


The Victor portable continuous projec 
plete at or sound pictures at s he turn of a swi 
to the manufacturer, ates operating “head- 
and high upkeep costs p usly associated with 
om picture projection .. A patented “ad- 
* principle that provides positive regulation of 
ount of film fed from the magazine te the projector 
tent, does away with strain on the film, prevents 
ing and breakage, and m izes surface wear . . Film 
in the magazine remains almost entirely in a “free”, air- 
cushioned state and projecti stops instantly and auto- 
lly in the event of any mergency . . In addition 
to flickerless projection, it provides safer, more efficient 
n and longer lamp light . . The capacity of film 
"7 2 to order .. It 
has the built-in, collapsible rear-projection screen. 

1 product of the Victor Animatograph Corp., Davenport. 





or provide 

































IDE PROJECTION 


4 Color Illustrations 


Designed especially for two inch Kodachrome transpar- 
Coler Ulustration projector apparatus reveals 
constructi eatures: (1) Continuous automatic 
on for the color transparency. (2) Air conditioning 
cally utilized to prevent fading of the delicate color 
film. The lamp chamber is thoroughly air-cooled by twin 
fans while at the same time blasts of cool air are kept 
circulating in the magazine chamber. A definite guarantee 
that even the most subtle tones of the color transparency 
will not be affected after countless hours of continu- 
is offered. (3) Screen brilliance in daylight 
using a 1000 Watt lamp for projec- 
is demonstrated in the ability of the 
nmodate from 3 to 48 slides. Each slide 
is projected for 7 seconds and the changing period is one 
ynd during which time a synchronous shutter blacks 
out the sereen image. (5) Th ptical system designed as 
to allow for maximum sereen brilliance. Mfrd. by Color 
Mustrations, Inc., 152 W. 42nd St... New York City. 























se 











4 Selectroslide 


For automatic slide project . The magazine of the Selec- 
troslide will hold 48 — 2 x 2” slides made from the 35mm. 

on picture film used in modern miniature cameras. 
It operates by set automatic control over a long period of 
time, with no attention required .... or by remote “push- 
butten” control, which conveniently eliminates the need 
of a special operator. Regardless of the distance you are 
standing from the machine, just press the remote control 
button in your hand, and the slide will change. Sound 
equipment may be attached without any change whatsoever. 
At the present time the Selectroslide is being successfully 
used in advertising and sales pr « and has enlivened 
a great number of exhibits at both World Fairs. Manufac- 
tured by Spindler & Sauppe. 86 Third Street, San Fran- 
cisco, Calif. 












A 


4 S.V.E. Continuous 


S.V.E. 250-watt Automatic Picturol Projector for project- 


- - , 


ing slidefilms conti 





ously and automatically. Recommend- 
ed for window display, convention booths and general ad- 
vertising. Specifications include: 

1. 200 frames or pictures can be shown in each strip 

2. 250 Mazda prefocused lamp 


‘. S.V.E. releasing rhanism, assuring prevention of rub- 






bing er marring film emulsion 


1. Equipped as standard with 2%” objective lens 


5. Patented heat absorbing, heat resisting filter 


product of the Society for Visual Education, Inc., 100 
East Ohio Street, Chicago. 



















































































ELECTRO ACOUSTIC PRODUCTS DIVISION 


of The Magnavox Company, Incorporated 


General Offices and Plant Fort Wayne. Indiana 


* The advertised slogan of The Magnavox Company, “Pioneers in Sound 
Since 1911” is a fitting introduction to a review of the widely-used sound 
slidefilm projectors manufactured by the Electro-Acoustic Products Division 
of the Company. The 30,000 Hlustravox projector units reported in use range 
in price from $34.90 to $115.00. Newest arrival in the Illustravox line is the 
Junior Model 108, suitable for individual and group showings only up to 25 
people. Represented in Chicago by R. M. McFarland Associates, 520 North 


Michigan Ave., or write direct to Fort Wayne, Indiana for further particulars. 


4 Junior Model “108” 


The newest of the Mlustravox line 


The unit for individual consumer, dealer or other sales 
interviews, ete. before smaller groups. Full 100-watt ex- 
tensible projection with the Magnavox opening feature. 


Compact: actual dimensions — 14” x 13” x 6” closed. 


Weight 16 pounds. Large-sized film t remote con- 





trol picture advance. Full-sized crystal pickup for tracking 
on records up to 16”. Space for two 12” records, extra 


films within case. AC operation; AC-D¢ y be specified 





Natural tone reproduc for individual presentat 
and especially suitable for showings to small groups not to 


exceed 25 persons. 





4 Junior Model “101H" 


Suitable for audiences of 100 persons or more — with reg- 






ulated high-fidelity sound to provide volume for audiences 


of two or three up to a small a tor 1. 100-watt pro- 





jection; projector mounted on front door in patented 
Magnavox feature to drop into position when door opens. 
Di sions: 13” x 15%" x 64%". W 


20 pounds. Small desk-type screen furnished as standard 





right, slightly over 


accessory. Latest type Magnavox 614” speaker: constant 





speed motor for AC operation, requires no adjust 






uz. Carries three 12’ rds, 3 films, in 





Carrying case covered in gray striped airplane fabric. 


AC operation, AC-DC may be specified. 





4 Illustravox “Senior” 


For the larger group showing 


The deluxe large-audience Ulustravex featuring 300-watt 





rtion, rewind takeup and amplification suitable for 





iences up to seven or eight hundred people. Ulumina- 
tion for best color and black and white projection results 
on large screen. Four-tube amplification, eight-inch Mag- 
Re- 


nent 


navox electro-dynamic speaker with curvilinear cone. 


¥ 
includes baffle and extension cord. Dimensions: 18%" x 






movable loud speaker . . . standard accessory eq 


17%" x 7%”. Weight, 38 pounds. Carries four 12” or 
16” records; three films. All controls, including separate 
switches for projector, turn-table and amplifier volume 
mounted on rear panel of carrying case. Note: all four 
Illustravox models are standard for operation on 60 cycle. 
110 volt alternating current: available for operation on 


direct and alternating current when specified at a slight 





increase in price. 


4 The Salesmaker 


\ portable theatre in a single case. Built-in translucent 


parchment sereen and loud speaker just below screen per- 





mits instant showing by moving record tray from the front 





of the case; projector mounted in rear. For larger audi- 
ences, speaker detaches for projection on wall or tripod 


base screen. Dimensions: 18” x 18” x 7”. Four 12” or 16” 





records, two films may be carried within case. Weight 29 





pounds. Achieves unusual illusion of synchronized sound 


and picture presentation. AC operation, AC-DC may be 








SOUND SLIDEFILM 
PROJECTORS 


OPERADIO MANUFACTURING CO. 


General Ojfices and Plant St. Charles. Illinois 
Export Division: 145 West 45th Street, New York City 


% The Operadio Manufacturing Company St. Charles, Hlinois, sound, public address. 
system and loud speaker manufacturer for many years and famed for its leadership in 
these fields, features two sound slide projector models: The Explainitone, a larger group 
selling unit, and Explainette, a small light-weight low-cost unit, recently developed after 
months of intensive research among producers and users of the slidefilm medium. All 
models feature all-metal construction with wear-resisting baked finish. 


’ . 
{ 9 iy i) 
4 Explainette-Open 
Operadio’s new low-priced unit 
Operadio’s new low priced unit Explainette is 
intended primarily for direct sales to individual consumers 


However, it< design is such that it can also be used for 





larger group meetings which would normally require a 


100 watt projector. It incorporates built-in screen, Ope radio 





heavy duty 5” Permanent Magnet Dynamic Speaker, two 
tube amplifier:factory matched tone and volume Avail- 
able with either 50 or 100 watt projectors as specified 


All-steel construction with durable baked finish. Turntable 






accor odates 10”. 12” or 16” records. Crystal type pick- 
up. Stewage for four 10” reeords, four film cups and 
needles. Ten foot power cord. Dimensions 10%” x 11” 
x» 5%". Weight 14 pounds. Available for cither LLO volt 


AC or DOC as specified 


< Explainette-Closed 


within the top cover of the unit make the Explainette 


ns for field 





the ideal unit to meet the user's specificat 





use in individual consumer and small group interviews 
However, it has sufficient volume of sound so that when 


used with a 100 watt projector and a wall type screen, it 






an take care of relatively large group meetings . . All 


controls directly beneath the projector including combina- 





tion on-off switch and volume control for amplifier, on- 
off switch for projeector lamp, and on-off switch for motor 
Loud speaker located behind decorative grille on opposite 
side of case from controls. All-steel cabinet finished in a 
durable baked gray stipple finish which cannot be torn or 


eusily marred 





« Explainitone-Open 


The projector for group showings 
the unit for group showings ‘ Ex plainitone 
Operadio’s larger “deluxe” model sound slide film unit, 


is intended for showings before larger audiences. The 





Explainite is available with 100, 200 or 300 watt pro- 





jectors. Standard equipment includes 8” heavy duty Per- 


manent Magnet Dynamic Speaker and latest type amplifier, 





factory matched for vol » and tone. Stowage for six 16” 





records, six film cups, and spare projector lamps, all 
within the case. Available in either 110 volt AC, or AC-IM 
models as specified. Case dimensions 18" x 14%" x 9%", 
exclusive of record compartment top. Weight AC Model — 
33 Ibs. 12 oz.: AC-DO Model — 32 Ibs. 12 oz 





« Explainitone-Closed 


able 
durable baked black stipple. The loud speaker is mounted 








increase in weight. Explainitone case 


in the detachable top which permits speaker to be lo« 





along side of sereen. Extension speaker cable 





“r 
Provision for neat stowage of speaker extension cable and 


power cable. All controls conveniently located on the same 





«ide of unit as projector. They include volume and tone 
controls with individual power control for amplifier, phono- 
graph motor, and projector lamp. Remote control for pro- 
jector and SVE automatic filmslide take-up supplied at 


slight additional cost 






























































section. For special uses in business in ¢ 


pund Slide Film Projection...contd. 


4 Public Address Systems 


Useful in convention, display or business meet- 
ings where public speaking, announcements 
etc., demand amplified volume 


Such portable public address units as the Operadio model 
“Ballyhoo” shown at left have a useful place in business 


when window display, meeting discussion, ete. requires 








sound amplification. Microphone Amplifier and 
two speakers in one small case 114%" x 9” x 5”. Weight, 
when window displays, meeting dicussions, ete. require 
15 Ibs. Complete details concerning other models will be 


furnished on request by writing the manufacturer. 


Public address systems are manufactured on a high-quality basis by principal 
soundslide equipment manufacturers whose products are pictured in these 
pages and by sound motion picture projection firms featured earlier in this 


ection with meetings, exhibits, ete. 





address Sales or Engineering Departments of these firms for full technical 


particulars. For obvious reasons such descriptions are not included in these 


SOUND PROJECTS COMPANY 


Walton Street 


Chicago, Illinois 


% Although one of the smaller organizations in this field, Sound Projects 
have consistently endeavored to manufacture a uniformly excellent line of 
sound equipment. Three models are offered to serve varying sizes of audience 


groups with prices well in range with those of other manufacturers. 


4 Model K102 Junior 


For individual sales presentation 


A lightweight portable projector with self-contained dy- 
namic speaker for showings before very small groups. 


Model K102, standard equipment AC only, 50 watt exten- 





n projection. One tube amplification; plays up to 16” 


ons: 13” x 13” x 6”. Weight, slightly over 





record. Di 





12 pounds. Storage space for additional records, film cups. 


Model L102, equipped for AC-DC operation, slightly higher. 





100-watt projection also optional equipment. Volume and 





motor speed control, lamps, needle cup, small screen, and 


cord included. 


4 Model K103 


For medium-sized audience shows 





The projector medium-sized audience groups of 100 per- 
sons or more. Equipped with 100 watt projector, self-con- 


tained record compartment and screen. Increased volume 





with added amplification power. Plays 10, 12 and 16-inch 
records. Storage capacity for records and film cups. Model 
K103 for AC operation only; Model L103 equipped for 


AC-DC operation, slightly higher 


4 Model K106 


For showing to larger groups 


For showing sound slidefilm programs before larger audi- 


ences. Deluxe type 300-watt projection, self-contained rec- 








ord compartment and seren. Dyna » speaker detachable 
with extension cord furnished. Volume suitable for audi- 
ences up to 500 persons or more. Plays all filmslide rec- 
ords up to 16-inch. Model K106 equipped for AC operation 


only; Medel L106 for AC-DC operation, slightly higher. 


















































WEBSTER ELECTRIC COMPANY 


General Offices and Plant Racine, Wisconsin 
Export Department: 100 Varick Street, New York City 


% Webster of Racine is another nationally-known sound and electrical appliance equip- 
ment manufacturer. The “Cinaudio” line of sound slidefilm projectors which Webster 
produces under its trade slogan ““Where quality is a responsibility and fair dealing an 
obligation” include two principal models: The Cinaudio “Standard” and the low-cost 
Cinaudio “Cub”. The former model is intended for larger group showings and the 
“Cub” for individual presentation and before small gatherings. 


4 The “Cub” Cinaudio 


Webster's low-cost, high-quality unit 


Especially useful in presenting soundslide films before a 
few executives or for direct consumer selling interviews, 
ete., the Cinaudio “Cub” model offers 50-watt extension- 
onal). A net weight of 1314 


Ibs. facilitates carrying in the field. Case dimensions: 1354" 


slide projection (100-watt op 





x 1014" x 5%”. Projection has standard elevating mechan- 
ism, simple framing device; double convex condensing 


lens, heat absorbing meniscus, double aperture plates. 





Turntable accom dates up to 16” records at single 


33-1/3 RPM speed; erystal pickup. 


“yg “ye . — 
4 “Cub” Cinaudio-Case 
Detachable cover contains speaker unit 


The detachable cover of the “Cub” provides a separate 
speaker which is supplied with a 10-foot extension cord so 


ity to the 





that the speaker may be placed in close proxi 





sereen. At ten feet, a projection size of 2% x 3% feet is 
afforded. Power Supply: 110-120 volts, 60-cycle AC; 
AC-DC when specified slightly higher. Tubes include one 
6CS and one 25A7, furnished. Durable case construction 


and covering, sturdy handle at top for carrying. 


4 “Standard” Cinaudio 


=—= ee 


For use before bigger groups 


Che larger group-selling model offered by Webster of Racine 


is the Cinaudie “Standard” equipped with 200-watt pro- 





jection (100 or 300-watts optional). Detachable speaker 
in cover with adequate extension cord supplied. Features 


an exclusive e rgency motor board light to facilitate 





changing records, ete. Separate volume and tone controls, 
on-off switches for projector, amplifier and phonograph 


motor. Plays 10, 12, 16-inch records. Built in power ampli- 





fier and erystal reproducing pickup. 


4 “Standard” Case Views 


The detachable speaker is shown as in use 


Model 2-CS-2 of the “Standard” series features 100-watt 
Model 2-CS-1, 100-watts, 


AC-DC operation. These projectors accommodate audiences 





projection for AC operatic 


of 25 or more people. Cinaudio Model 4-CM-2 is the 
200-watt unit for AC operation; Model 4-CM-1 includes 






AC-DC operation. These projectors accommodate audiences 






up to 250 people. 300-watt projection with AC and AC-DC 


also obtainable, when specified. All models are covered 





with Spanish blue leatherette with modern hardware and 







are contained in a single case, with room for record and 
film storage. Foolproof polarized plugs with extension 


cords; latest type electronic tubes. 












































SILENT SLIDEFILM 




















PROJECTORS 


SOCIETY for VISUAL EDUCATION, Ine. 


100 East Ohio Street Chicago, Illinois 


% In two decades of pioneering effort on behalf of educational and commer- 
cial use of visual media, the names of The Society for Visual Education, Inc. 
and its talented chief executive, Marie Witham, have been synonymous with 
progress and development. Today, the Society’s slidefilm projectors are used 
in the sound slidefilm equipments of every leading manufacturer. Its libraries 
of stillfilm subjects under the trade name “Picturols” are in thousands of 
school systems throughout the world. In the business field, wherever silent 
slidefilm projection is useful, S.V.E. projectors offer a model suitable to the 
need. Double-frame projection equipment and, in fact, every type of still 
projector necessary for either single or double frame projection, Kodachrome 
transparencies, etc., may be selected from the extensive S.V.E. line. A con- 
tinuous silent slidefilm model is also offered and a wide variety of accessories, 


including the popular take-up attachment for slidefilm projection, are listed. 


45. V.E. Model “Junior” 


50-watt projection — small groups 
50-watt Single Frame Picturol Projector the smallest and 


lowest priced standard equipment available. Recommended 


for showing slidefilms to very small groups. 





imple, neat, 
and noiseless elevating device. Furnished c 


earrying case. 





mplete with 


1. Patented heat absorbing, heat resisting element 
2. Double convex condensing lens 

3. Metal reflector 

1 


Special Junior 2%” e. f. projection lens 


4 S.V.E. Model “KY 


50-watts, complete with case 
50-watt Single Frame Picturol Projector the most popular 
50-watt unit in use today for salesmen. Projects pictures 
brilliant enough to serve the average group of prospects 
or salesmen, even in a partially darkened room. Mounted 
in a metal folding case which acts as a carrying case when 
the projector is not in use, and as a base or stand when 
the machine 





ist 





use. . 

1. Patented heat absorbing, heat resisting element 

2. Ground and polished reflector; two plane condensing 
lenses 

3. Self-enclosed metal case 

4. Weight 3 lbs. —7 


closed 





%” long, 44%” high, 244” wide when 


5. 3” Series “00” projection lens 


«5. V.E. Model “Q” 


100-watt projection; medium groups 
100-watt Single Frame Picturol Projector. This projector 
has long met a need for an equipment to take care of in- 
termediate groups where the 50-watt equipments do not 
give quite enough illumination, and where the throw is not 
long enough to necessarily indicate the use of the 200-watt 
units. 
1. Patented heat absorbing, heat resisting filter 
2. Chrome plated film magazine and rack 
3. Well ventilated lamp house and separate housing for 
condensers 
4. Double aperture plates with releasing feature 
5. Specially designed case for holding two extra lamps and 
four cans of film 


6. 3” Series “00” projection lens 



























































4 S.V.E. Model “CC” 


100-watt, Tri-Purpose Projector 
100-watt Tri-Purpose Projector. The original Tri-Purpose 
unit, proved efficient through years of use. The hichly effi- 
cient optical system, including 100-watt lamp and 5 inch 
focal length of 





ive lens, produces screen images of 


amazing brillian 





and sharp focus. 


1. 7” high; 8” long; 3” wide; weight — 3% Ibs. 
2. Mazda projection lamp; 100-watt 115 volt. bayonet 
base, singl 





contact, T-8 bulb 


3. Two biconvex lenses ground and polished optical glass 
one patented heat absorbing, heat resisting lens, one 
meniscus condenser. 

4. 


Objective lens — S.V.E. Series “OA — 5” focal length 
Model shown has head swiveled for showing horizontal 
double-frame pictures. 


«5. V.E. Model “F 


200-watt Single-Frame Projector 


200-watt Single Frame Picturol Projector. This projector 
was the first manually operated projector having a rear 
aperture glass releasing mechanism — a patented S.V.E. 
feature. The large film m: 





will accommodate up to 


100 frames of film. The ill 


any other 200-watt projector in this field. 





perior to that of 


1. Glass silvered mirror reflector and two plano condensing 
lenses 

2. Well ventilated lamp house and separate housing for 
condensers 

%. Rubber covered cord and toggle switch: 


novel elevating 
device 

1. 4” Series “0” objective lens 
Prefocused base, 200-watt, 110-120 volt T-10 projec- 
tion lamp 


4S. V.E. Model “G” 


300-watt, Single-Frame Projector 
$00-watt Single Frame Picturol Projector for showing 
only single frame strips where maximum brilliancy 


is re- 
quired. Complete with lamp, 4” Series “0” 


projection lens, 
S.V.E. Rewind-Take-Up, and carrying case. 


Patented heat absorbing, heat resisting filter 





2. Glass silvered mirror reflector and two plano con- 
densing lenses 


3. Well ventilated lamp house and separate housing for 
condensers 
t. Double aperture plates with releasing feature 


Crystal black frame with modernistic chrome trim 


4S. VE. Model “AA” 


300-watt, Tri-Purpose Projector 
300-watt Tri-Purpose Projector for showing either single or 
double frame filmstrips and individual frames mounted 
between 2” x 2” glass slides. This model gives more bril- 
lianey to all color, and black and white projection at all 
distances. 
1. 114%” long; 3144” wide; 81%," hich — weight, 6 pounds, 
2 ounces 


2. Mazda proje 





n, 300-watt, 115 volt medium prefocus 
base, T-10 projection ls 





3. Patented heat resisting filter of highest visible light 
transmission and greatest heat absorption 

Extra size film magazine equipped with retaining arm 
5. Pi 


single 





s can be framed on screen 





+ easily changed from 





o double frame 


4S. V.E. Model “DD” 


150-watt, Tri-Purpose Projector 


150-watt Tri-Purpose Projector. The newest Tri-Purpose 

model especially outstanding because of its several new 

features including special anastigmat lens, as standard 

equipment, new semi-automatic slide changer, and com- 

bination masks. 

1. 10%” long; 7%” high; 4” wide—weight,4% pounds, 
without case 

2. Mazda projection, 150-watt, 115 volt, bayonet base sin- 
gle contact, T-8 bulb 

3. S.V.E. Anastigmat Series “OA” 5” foens lens — fully 
corrected 

4. Semi-automatic slide changer operated entirely from 

top, cutting off light when slide is changing 

5. New and original combination single and double frame 
masks providing micrometer side adjustment for cen- 
tering picture on the screen 
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STILL PROJECTION 


Mounted Transparencies, ete. 





Stillfilm Projection ... contd. 


Useful silent slidefilm projection equipment offered by other manufacturers and 


firms specializing in visual products: 
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4 Spencer Mode 

100-watt Single-Frame Projection 
Model O Filmslide Projector provides the utmost that can 
be secured with safety when using single frame 35mm. film 
with a 100 watt lamp. The optical system includes two 
plane convex condensers, heat absorbing glass, two press- 
ure plates and a four lens objective of 3” focal length. The 


definition and flatness of field are excellent. Film threading 





mple and quick. A snap of the clip on the magazine 





keeps large rolls of film from «spilling out, a lift of the 
gate catch and both the catch and gate swing clear out of 
the way. Vertical guides above and below the aperture 
secure exact “tracking” of film and allow its placing of 


film in position. The projector is 24%” x 5% x 6%” 


Weight 3 Ibs. Wird. by Spencer Lens Co., Buffalo, N.Y 


4 Spencer Model “I-T” 


200-watts; enclosed film mechanism 


When maximum illumination is desired in using the 35mm. 
single frame film, the Model IT is selected. Brilliant illumi- 
nation and clear definition are produced by 200 watts of 
illumination, a Spencer formulated optical system, using a 
triple condensing system (one meniscus and two plano con- 


vex condensers), a heat absorbing glass, two pressure plates 





to hold film flat during projection and a four lens achro- 
matic objective of 1%” diameter, 4” focal length. Film 
life is protected by a large upper magazine which eliminates 
re-rolling film into a smaller spool. The entire film track is 
recessed so film emulsion does not rub and scratch. When- 
ever film is being moved, the rear pressure glass is retracted 
and held clear of emulsion. The heat absorbing glass ab- 
sorbs a high percentage of the infra red rays from the lamp 
and protects film from damage by heat. Projector size 24%” 
« 84%” x 10%". Weight 4% lbs. Mfrd. by Spencer Lens 
Co., Buffalo, V. Y 


4 Spencer “Pocket” Model 


Useful in the selling field 


The Spencer Pocket Filmslide Projector was designed 
primarily for the traveling salesman. However, its compact- 
ness, light weight and simplicity, make it extremely at- 
tractive to other travelers who prefer film presentation. It 
is frequently carried in the coat pocket and no carrying 
case used. All parts are enclosed and protected by a beauti- 
ful polished case of black molded Bakelite. The material 
was especially developed for this purpose by the Bakelite 
Company. The illumination is ample for direct sales pres- 
entation, and the definition and flatness of field are re- 
markably good. The objective is 2.5” focal length, giving a 
desirably short working distance. It projects a 1’ picture at 
30”, or, in a darkened room, a S’ picture at 15’. It is sup- 
plied with a carrying case, housing a spare lamp, and one 
film. The projector itself, houses three films. Projector size 
is 1%" x 3%" =« 5%". Weight 16 ozs. A 50 watt bulb is 
used. Mfrd. by Spencer Lens Co., Buffalo, N.Y. . .« 


4 Diafant Model “Via” 


by Intercontinental Mktg, New York 


Diafant model Via is a specially designed projector for 
2% x 2%” transparencies (6 x 6 cm) ... same construc- 
tien as model I but larger condensers and Omar lens 
F/3.5, 120mm., giving even illumination over all parts of 
the transparencies . . . accessories for showing 35mm. 


negatives also fit model Via. 


Interchangeable lens tubes with lenses of various focal 
length available for Diafant Models I and VI... For full 
particulars address Intercontinental Mktg. Corp., 10 E. 
40th St., New York City. 


4 Argus Model “B” 


by International Industries, Ann Arbor, Mich. 


The Argus Model B is a powerful projector of improved 
design utilizing a triple condensing system consisting of 
one meniscus and two biconvex condensing lenses made 
of ground and polished crown optical glass. The well ven- 
tilated double-walled lamp house with ground and polished 
silvered mirror reflector and patented heat absorbing filter 
permits the use of either glass slides or strip film. Film 
magazine capacity 500 single frames or 250 (Argus) 
double frames. Automatic rear aperture glass release, si- 
multaneously relieves all pressure with advance of film, 
eliminating film scratches or damage toe emulsion. Pro- 
jector head swivels in either direction for horizontal, 


vertical or upside-down frames. 

















4 Arguslide Model “CP” 


by International Industries, Ann Arbor, Mich. 


Model CP is a powerful slide projector with highest quality, 
color corrected, four-inch focal length lens of type S.V.E. 
Special series 00. The Arguslide Projector is of moulded 
bakelite, chrome trim — equipped with a special 100 watt 
bulb, plug-in extension cord and slide carrier. A sturdy 
leatherette covered combination carrying case with hinged 
lower indexed compartment accommodating 75 slides is 


also available for this projector . 


4 Kodaslide Model “2” 


Equipped with the Ready-Mount Changer 


The Kodaslide Model 2 Projector pictured is equipped 
with the new Kodaslide Ready-Mount Changer intended 
for showing groups of Kodachrome still transparencies 
or black-and-white film positives in the Kodak Ready- 
Mounts. The projector is one of the standard Kodaslide 
Models. The Ready-Mount attachment accommodates up 
to 50 slides and the shifting mechanism is operated by 
a flexible 30-inch plunger which moves a slide inte posi- 
tion, ete. Obtainable in Eastman Kodak stores or your 


regular camera supply dealer 


4S. V.E. Model “EK” 


100 watt — for transparencies, etc. 


100-watt Miniature Projector for 35mm. Kodachrome 

transparencies or black and white film mounted between 

2” x 2” cover glass. For pictures taken with Argus, Contax, 

Leica, Kodak Bantam, Eastman Retina, Welti, and other 

miniature cameras. 

1. 5” projection lens 

2. T-8 single contact bayonet base 100-watt, 110 volt 
Mazda projection lamp 

3. Special patented heat absorbing filter 

1. Convenient film viewer 

Mird. by The Society for Visual Education, Inc., 100 E., 

Ohio St., Chicago 


«5. V.E. Model “AK” 


300 watt, shows only 2” x 2” slides 


300-watt Miniature Projector for showing only 2” x 2” 

glass slides. Gives more brilliancy to Kodachrome, black 

and white, and all color projection at all distances. 

1. Patented heat absorbing, heat resisting filter 

2. Well ventilated lamp house and separate housing for 
condensers 


3. Double aperture plates with releasing feature 


oe 


Mazda projection, 300-watt, 115 volt medium prefocus 
base T-10 projection lamp 

5. Crystal black frame with modernistic chrome trim 
Ufrd. by The Society for Visual Education, Inc., 100 E. 


Ohio St., Chicago. 


« Spencer Model “MK” 


An all-purpose slide and film unit 


The Spencer Model MK Delineascope offers quality and 
efficiency, combined with compact size and moderate price, 
according te the manufacturer. Its optical system projects 
images of a uniform brilliance and clarity, heretofore pos- 
sible only with higher priced projectors. The design of this 
projector provides for the addition of attachments for 
projecting roll film and for viewing strip film before mak- 
ing slides. Ideal for classroom, home or club. Film protec- 
tion is assured. A large well ventilated lamp house keeps 
the equipment cool enough to handle at all times. Very 
sharp definition is secured by the well corrected Spencer 
projection lens of 5” focal length. The eleetrical system 
includes 10’ of rubber covered cord with switch. The pro- 
jection lamp is of 100 watt capacity. The lens is of 5” 
focus and an aperture of £:3.6. Height 744”. Width 4%”. 
Length 114%”. Weight S lbs. A product of Spencer Lens 
Co., Buffalo, New York . . 
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DA-LITE SCREEN CO., INC. 


2723 North Crawford Avenue Chicago, Illinois 





4 Dalite “Junior” 


Made in all standard Da-Lite sizes from 13” x 18” up to 
and including 30” x 40”. Gross weight of 13” x 18” is 
1% Ibs. Mounting: The Junior consists of our standard 
beaded surface mounted on a round “ ood roller at the 
top and an attractive grooved moulding as the bottom sup- 
port. A spring wire upright support is included with each 
unit. Adaptability: The Junior can be used by hanging on 
the wall or the straight ends of the spring wire support 
ean be easily inserted into the sockets provided in the base. 


4 Dalite Model “D” 


Model “D” is a modern streamlined box screen. Made in 





all standard Da-Lite sizes from 22” x 30” to 72” x 96"; 


also made with square picture surface for slide projection 
from 40” x 40” to 52” x 52”. Box: The box is covered 


with black leatherette and equipped with burnished hinges 





and clasps. Roller: Specially designed heavy duty 1%", 
1%” and 1%” diameter rollers are used, in keeping with 
their sizes. These will need no further attention throughout 
the life of the screens. Mounting: A collapsible steel center 
support, equipped with a hinge bracket, is bolted to the 
bottom rear center of the box. The single upright, together 
with the non-sag tubular slat, assures positive and con- 
tinuous alignment of the screen when fully erected. Sur- 
face: Da-Lite beaded surface is standard equipment. Mat 
white or silver surfaces are supplied upon request at same 
prices. Black borders are also standard . . 


4 DaLite “Challenger” 


The Challenger is a tripod and screen unit and can be set 
up anywhere in 15 seconds. Ideal for club, school and 
home use. Made in all standard Da-Lite sizes 30” x 40” 
to 52” x 72”; also made with square picture surfaces for 
slide prejection from 40” x 40” to 60” x 60’. Case: A 
re-enforced slotted tubular metal case is pivotally attached 
to the triped. End caps are steel stampings, fastened by 
three metal drive +crews, assuring permanent fixed posi- 
tion for roller brackets. Tripod: Steel with center tubing 
and elevating rod square instead of round. Extension rod 
equipped with goose neck at top toe receive screen and a 
flange on bottom to support and lift the case. This design 
prevents rotating of the case and is fully covered by 
patents. Non-Sag Tubular Slat: Used in pocket at top 
edge of screen surface. This together with spring roller 
in case provides even tension. Roller: Heavy duty 1%", 
1%” and 1%” spring rollers. Adjustable Height: Has 
three fixed height positions 38”, 48” and 58” from the 
floor to the lower edge of the screen. This is the only tri- 
pod screen which provides for making a change in height. 


4 Dalite Model “B™ 


Model “B” is designed to hang on a wall, or, in the larger 
sizes from Da-Lite Super Tripods. Made in all standard 
Da-Lite sizes from 22” x 30” to 63” x 84”. Gross weight 
of 22” x 30” is 5% pounds. Case: Slotted, tubular steel 
case with two hanger loops fastened to case. End caps are 
steel stampings and secured by three metal drive screws. 


This assures a permanent fixed position for the roller 





brackets, and keeps all torque out of the case caused by 
the spring tension of the roller. Roller: Specially designed 
heavy duty 1%”, 1%” and 1%” rollers are used. Screen 
operates with the ease of a window shade. Finish: Attrac- 
tive, durable, black baked crystal finish. Surface: Glass 
b 


upon request at same prices. Black borders are standard 


Jed surface is standard. Mat white or silver supplied 





in all sizes. . 


4 Dalite “Electrol” 


Da-Lite Electrol is a motor driven screen. Made in standard 





sizes 6’ x 8 to 15’ x 20’ and with square picture surface 
from 8’ x 8’ to 20’ x 20’. Special sizes can be supplied on 
request. Motor: Special 3-wire quick reversal. Interlocking 
gears. Ball-bearing. No further lubrication necessary. 
Sereen speed 16 feet a minute. A.C. 110 volts, 60 cycles 
is standard. D.C. is supplied at no additional cost. Limit 
Switch: Automatic limit switch is set at factory to drop or 
n. Switch Control: A three- 





raise screen to desired po 
way control switch is provided. Roller: Unusually strong. 
3” in diameter. Operates on ball-bearings. Finish: Prime 
white filler which can be easily painted to harmonize with 
surroundings. Surface: Beaded surface is standard equip- 
ment. Mat white supplied upon request at same price. 
Black borders can be supplied if desired at a small extra 


cost. . 


MOTION PICTURE SCREEN & ACCESSORIES CO., INC. 


351 West 52nd Street New York City 


4 Britelite-Truvision “Tripod” 


Another practical model for commercial use is the Britelite- 
lruvision Tripod Model Screen. It is rigid, semi-automatic 
and echanically perfect. The screen is comtained in a 
roller tube, which is pivoted onto the tripod and swings 
into position easily. The screen may be raised on the tri- 
pod to desired heights up to 7% feet by the use of spring- 
release catches. All mechanical parts of the highest qual- 
ity plated steel. The legs and screen tube are finished in 
black crackle. Attached is a leather handle to insure ease 
and comfort while carrying. Available in sizes from 30x40 
inches to 42x56 inches. . . 













SCREENS 
Motion & 





RAVEN SCREEN CORPORATION 


314-16 East 35th Street New York City 





Raven Screen announces one ef the world’s most 
extensive screen lines. In the industrial field, in- 
dustrial film concerns find Raven Haftone suited 
for accurate reproduction of their pictures. The 
physics department of Eastman Kodak Company 


recently concluded that Raven Screens would be 


\ “ama Yoo titi) ote 


Stillfilm Projection 


4 DeLuxe Model “A” 


Motion Picture Screen & Accessories Co., Inc., makers of 





Britelite-Travi 





motion picture screens and accessories 


line of ser 





offer a comple 1s to suit every type 





ness and industrial organization. The De Luxe Model “A” 


Sere 





is an extremely practical box-type model which may 
be instantly set up anywhere. The crystal beaded fabric 


sereen permits the showing of clear, bright, glare-free pic- 





tures. It is contained in a solid wood case, covered with fine 


quality leatherette, and trimr 





od in nickel. To open the 
screen, you merely lift the top of the case, and pull the 
sereen up. It is held taut and erect by a double frame sup- 
port. A masking device around the screen surface greatly 


enhances the appeara 





re of this model. The DeLuxe is 


available in sizes from 30x40 inches to 54x72 inches. . 


best suited for “The Cavaleade of Color” at the World's 
Fair. Over 4000 square feet of Raven Screens are being 
used. Raven Sereens are supplied in five different fabrics 
each supreme in its field, and each designed to be used 
for a specific purpose. Raven Screens are available in any 
one of nine different mounts, and in over thirty various 
sizes. In addition the Raven Master Utility Tripods fill the 
need for an easily available unit from which to hang 
screens, lamps or reflectors. Extended the tripods meas- 


ure 12’6” while the carrying length is 





WAALUUNLUUULLAOL 


FILM STORAGE CABINETS 
Neumade Products Company, 429 West 42nd Street, New York 


* The complete Neumade catalog lists some thousands of film storage and handling ac- 


cessories. Of these, producers and users of commercial and educational films may choose 


storage cabinet equipment exactly suited to individual needs, since all are especially de- 


signed for filing, storing and preservation of film. All are dustproof and protect films 
from fire. 











« Neumade Model “MM-55” 


This cabinet accommodates 50- 800 ft., 1200 ft., or 1600 
ft. reels with or without cans, held erect in place by 
reel, Removable drawer equipped for humidification of 
cabinet or for utility purposes if desired. Double inter- 
rigid wire-rod separators, index card holder for each; 
locking doors have key lock also. Overall size 53’ high. 
41” wide, 16” deep . 





Specially designed film storage and filing cabinets are an 


absolute necessity as valuable films improperly kept quickly 





me mislaid, damaged, dried out, dusty and dirty. If 
efficiently filed and preserved in tightly constructed dust- 
proof film cabinets, where the temperature and humidity 
changes can be better controlled, they will last for years. 
A cabinet constructed entirely of steel is permanent and 


protects the films from fire. 


« Neumade Model “MM-16" 


Holds 17 reels of 800 ft., 1200 ft., or 1600 ft., size: 
provided with double doors fitted with three point latch- 
ing device or with single drop door; overall size 20” 
wide, 21%” high, 17” deep . . 


INNOVATION MODELS 


Storage facilities keep growing with the library when in- 


novation models are used. E 





h section is an individual 
cabinet complete in itself for either 800, 1200 or 1600 ft. 
reels with humidor trays and index cards. When additional 
space is needed simply obtain another unit and place it on 
top of the 





itial unit like a sectional bookcase. Either 
16mm. or 35mm. (or combination) storage provided in 


all models. 


< Neumade Model “MM-20" 


Accommodates 20- 400 ft. reels with or without cans; 
doors may be hinged at top or bottom: overall size 29” 


wide, 14” high, 10” deep . . 





Specify on order when units are to be placed on top of 
initial cabinet. An overlapping flange is then provided, 


without charge, to hold the section in place. (over) 
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DON'T LET 
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MAR YOUR FILM! 


SCRATCHES CAN BE REMOVED 


ONLY BY RECONO 


NOW YOU CAN RESTORE YOUR 
POSITIVE PRINTS AND NEGATIVES 
TO ORIGINAL PERFECT QUALITY WITH 


. RECONO earentenp METHOD 


WRITE FOR FREE TRIAL OFFER! 


AMERICAN RECONO, Inc. 


245 West 55th Street ° 


New York, N. Y. 











Aristocrat of Hotels’’—The 
Drake is distinguished for the 


spacious luxury of its rooms, 


ale¥=> co.-)0(-ssler-2e) BttReibit-be =m 4-11 


tariffs are always moderate. 
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The Drake 


Lake Shore Drive - CHICAGO 


Under the Same Management as 
The Gotham 
The Evanshire 


Cvansto 


The Blackstone 


CHICAGO 


The Town house 


S ANGELES 
Belleview Biltmore 
BELLEAIR FLA 
A. S. Kirkeby, Managing Director 








FOR THE FILM DEPARTMENT 


® LARGER STORAGE cabi- 
net facilities for 16 and 
35mm. films in the NEv- 


because of the primary 
need for extreme sturdi- 
ness in shipping large size 





reels subject to express 





MADE line include the 
typical Model DC-415 
(illustrated). A combi- 


nation cabinet for 92-400 
foot reels & 18-800, 1200 
1600 foot 
held in place by curved 


Neumade 
Model 


Cabinet 
DC-415 & 
all other models or 
available in olive- 
green enamel, bak- 
ed-on. Chrome 
hardware. 


PROJECTOR STANDS 


* Sturdiness 


reels each 


rigid wire rod separators. 


and 
the 
two S’s which are to 
be looked for in pro- 


steadiness are 





jection stands. 
AMPRO, DALITE, 
DEVRY, COMMERCIAL 


METALand NEUMADE 
are among principal 
manufacturers in 
this field. The nev- 
MADE tilt table (illus- 
trated)is of heavy 
guage steel with two 





Another Neumade prod- 
uct — the tilt-top pro- 
jection table of heavy 
guage steel is a con- 


venient accessory. 


rigid shely es for reels, 
projector case, ete. 
Top tilts to any an- 
gle up to 10” rise-by 
2 sets of spiral gears 
controlled from one 
hand wheel. 

Ampro (illustrated) 
projector stand is of 
collapsible telescope 
type to facilitate 
transporting, ete. 


Showing the Ampro Pro- 
jection Stand of all-metal 

ructior portable 
type for field use. 


REELS, SHIPPING CASES 


* Reels by Bett & 
HOWELL, DEVRY, KIN- 
O-LUX, NEUMADE and 
COMMERCIAL METAL 
are of dif- 
design but all 
uniformly 
good construction. 
Sizes from 400 to 1600 
feet 





PRODS., etc. 
ferent 


possess 





Bell & Howell reel and 


metal case di 


»lay 
showing various sizes 
available from the line. 






are available in 


lé6mm. reels; the 35mm. 
reels by DeVry range to 
4,000 maximum capacity. 
The shipping case prob- 
lem is one faced by the 
and producer 
whenever films are to be 
sent into the field. The 

two apparent choices 

involve the fiber ship- 





sponsor 


Large Humidor cans 
of Neumade type. 


ping case (by FIBER- 
BILT, through NEU- 
MADE, BELL & HOWELL, 
ete.) v.s. the metal 
case (by NEUMADE, 
KIN-O-LUX, etc.) with 
Metal shipping the metal products 


— much more numerous 





handling. The metai Kin- 





TPN 


The DeVry Rewinders 


and a DeVry heavy- 
duty constructed reel. 
Available — all sizes. 


REWINDERS & 


The average of- 
fice-size film de- 
partment where 
films 
are received and 
reshipped may 
require the use 
of rewind and 
splicing 
Accurately geared 
with sturdy cast 
housing, special 
shafts. the 
NEU MADE 
pictured on this page 
are typical 
ment. Most 
projector 


occasional 


equipment. 


square 
rewinders 


equip- 
sound 
manufac- 


O-Door 
reels up to 2,000 foot 
capacity) offered by 
KIN-O-LUX has been 
frequently 
shipments to Busi- 
ness Screen. So have 
the 
NEU MADE 


Kin-O-Lux 
Reels — All Sizes 


16mm. 


(for 16mm. 


seen In 


cases of 
Products 


metal 


which feature a com- 
plete lining of fibre: 
patented 

ing device. 


ring-lock- 


SPLICERS 


Neumade Rewinders of sturdy 
construction. 


Typical Kin-O-Lux 
Rewind Equipment 


turers offer and = ser 


vice this kind of acces 


sory equipment. The 
DEVRY rewind attach 


ments 


shown above, 


the KIN-O-LUX equip 


ment below and simi 


Neumade Model 
RWI Rewinders will 
take up te 1600 
foot reels 2-point 
base bolting. 


buyer’s listing. Simple 
splicing equipment 
(such as the Bett & 
HOWELL unit illustrat- 
ed) will be helpful in 
handling films from 
the field. FrLM sTRIP 
CABINETS: Slidefilm 
handling deserves 
special consideration. 


liar equipment 
\MPRO, 
HOWELL are in_ the 


from 
BELL & 





Bell & 
editing equipment — 
l6omm. size. 


Howell film 


Typical Power rewind model supplied by Neumade 
Products Corp. for the business or school film 


department. 





- 















































PROJECTION LAMPS 


@ Few men, except those especially en- 
gaged in electrical research, appreciate 
the skill and patience required in the con- 
struction of projection lamps. Lamps 
ranging in wattage from 50 to 2100 are 
used in commercial film projection and a 
most important element in the success of 
any show depends on the steady clear 
brilliance with which the images may be 
viewed on the screen. To this end, a few 
suggestions are in order: 

Look to your projector manu- 
facturer for adequate lighting 
brilliance ... make sure that the 
lamps supplied meet the re- 
quirements under which a ma- 
jority of your showings will be 
held. Insufficient wattage simply 
means a bad show. This applies 
to the soundslide showing as 
well as motion pictures, al- 
though the wattage required for 
the former will generally be a 


good deal less. In very few cases, — *##! Preiection- 


however, is the 50 watt lamp (for slide- 
films) adequate for a commercial per- 
formance excepting under absolutely 





ideal conditions of 
darkness and_be- 
fore a very small 
group of not more 
than several per- 


sons. 





The principal 
sources of projec- 
tion lamp manufac- The Neuvator, an auto- 

i matic film cleaner and 
ture, are General conditioner is available 

. . y . in 16 & 35mm. models 
Electric, Westing- from Neumade Prods. 

. Corp., New York City 

house and Radiant 
Lamp Corporation. Research engineers 
in any one of these companies 
will advise but projection man- 
ufacturers are almost as equally 
well skilled. Some idea of the 
precision required in turning 
out lamps was gained recently 
when a technical representative 
of Business Screen visited the 
Radiant Lamp plant at Newark, 
New Jersey. 

“Most of the work here, “he 


A few of the lamps in 2 PT, ee 
general use for commer- writes, Is hand and precision 


work of the highest order. Every 
lamp is accurately centered and checked 
several times after various operations to 
see that filaments are perfectly centered.” 


The Business Executive's CAMERA 


®@ Some of the enthu- 
siasm with which bus- 
iness executives natu- 
rally greet the com- 
mercial film medium 
carries over into per- 
sonal affairs. Not a 
few advertising and 
sales executives have 
become ardent camera 
which may 
explain the deference 
with which they now view the skillful 
lensing of their company’s own commer- 
cial productions. 

While a far cry from the highly-devel- 
oped professional Mitchell, Bell & Howell 
and DeVry of the commercial produc- 
tion lots, the ama- 
teur’s camera has 
been equipped with 
top-notch lenses and 
there are gadgets and 
attachments — avail- 
able for almost any 
kind of ‘‘trick’’ 
technique. You can = the DeVry camera is 


ana x a available in l6mm. or 
“ ipe a nd dis- 35mm. models. 





A Bell & Howell Filmo , 
is popular among execu- fans 
tives for personal use. 


- 


solve” with all the 
skill of a Birch or Steiner, even if your 
technique is a little ragged at the edges. 

Here are a few concerns who offer cata- 
logs and handbooks with plenty of variety 
in models for the better-than-average 
amateur: 

Agfa Corp., Binghamton, New York. 
Agfa Cameras and Accssories. 

Ampro Corporation, 2839 No. Wstern 
\v., Chicago. Gumbiner Sound Motion 
Picture Camera. 

Bell & Howell Company, 1801-15 Larch- 
mont Avenue, Chicago. Filmo Motion 
Picture Cameras and Accessories. 

Burleigh Brooks, Inc., 127 W. 42nd St., 
New York City. Rolleiflex and Rolleicord 


“Still” Cameras; Accessories. 





DeVry Corporation, 1111 Armitage 
Avenue, Chicago. DeVry Sound & Silent 
Motion Picture Cameras; Recorders. 

Eastman Kodak Company, Rochester, 
New York. Cine-Kodak motion picture 
cameras and accessories. 

International Industries, Ine., Ann 
Arbor, Michigan. Argus 
Cameras & Accessories. 

E. Leitz, Ine. 730 
Fifth Ave., New York 
City. Leica Cameras 
and Accessories. 

Victor Animatograph 
Corporation., Daven- 
port, Iowa. Victor Mo- 
tion Picture Cameras 
and Accessories. 





. . ° The Rolliflex offers 
* Some use of still cam- “reflex” vision of the 


camera subject. 





eras In commercial 
fields is being made by 
salesmen, research 
workers and others who 
use both miniature and 
reflex equipment. A na- 
tionally known florist 
makes Kodachrome 
shots of prize-winning 
gardens developed from 





his plants and shows  Rolleicord models 
them to garden clubs. wr sth agg 
A heavy machine sales- 
man takes pictures of installations for his 
records. Hundreds of real-estate concerns 
regularly employ the camera for listing 
desirable properties. 

The Otis Elevator Company has equip- 
ped representatives with projection ap- 
paratus as have many other firms. 


- * 


The Gumbiner Sound Camera (ex- 
clusively represented here by 
Ampro Corp... Chicago) is syn- 
chronized for sound & silent movie 
production. 











ACTION STARTS 
ON OUR PICTURE 
NUMBER 100— 


100 pictures is not a big 
volume of production for 
a company specializing 
the last 10 years in indus- 
trial films. 

But the fact that 31 of 
these 100 pictures were 
repeat jobs, for the same 
customers for whom we 
previously produced, 
tellsareal story ofachieve- 
ment. 

This strong indication 
of customer satisfaction is 
all the testimony neces- 
sary to prove sincerity of 
effort and quality of serv- 
ice. 


DOWLING and BROWNELL* 


6625 Romaine Street . 





Inland waters of the Pacific Coast, 
Alaska and Hawaii provide the 
scenes for the latest Dowling and 
Brownell industrial picture 


Hollywood, California 


*Full data on our motion picture or slide film service will be sent on request 























CRen®, 











DUSTPROOF — FIREPROOF 
HUMIDIFIED 


Specially designed for commer- 
cial and educational users 
heavy gauge all steel humidified 
cabinet properly protects, pre- 
serves and files your slide films 
in the most practical, efficient 
way. 


Model MF-6 (illustrated) all steel cab- 
inet with six drawers for 11/2” film strip 
cans or loose rolls. Films may be filed 
by subject as each drawer contains six 
adjustable dividers — also used to pro- 
vide facilities for larger cans or rolls. 
Concealed humidor in base humidifies 
entire cabinet. Overall size 15” wide, 
12” deep, 13” high. 





Complete line of 16m and 35m equipment 





PRODUCTS CORP. 


27 WEST 42° STREET NEW YORK.N.Y 





















































HOW BUSINESS USES... 
PRESTO RECORDING: 


@ Now every salesmanager can own one 


— 


. TRAIN SALESMEN 


i) 


. IMPROVE SPEECH BY RE- 
CORDING TALK 


of the world’s finest recording instru- 
ments ... bring real life into the routine 
of everyday sales procedure. 


w 


. DEALER MESSAGES 


@ Liven up your “pep” talks by substi- 
tuting a Presto recording for dull corres- 


= 


. “LETTERS” TO SALESMEN 
IN FIELD 


pondence. Give customers your ideas by 
direct transcription! Bring radio pro- 
grams into the dealer... 


a 


. TRANSCRIPTS OF CON- 
® As business field representatives of the FERENCES 


famous Presto Recording Equipment, 
Norman Willets now offer a Presto Re- 
corder for as little as $169.50! 


. PROTECTION OF IDEAS 


@ Full cooperation given in building sales 


~ 


. RECORDING TELEPHONE 
MESSAGES 


uses including all operating instruction. 
Write, wire or phone for free demonstra- 
tion record made on the particular model 


. REPLAYING RADIO PRO- 
GRAMS IN FIELD 


in which you are interested. 


Exclusive Photographic Distributors 
of Presto Recording Equipment 9. PRESENTING SALES AND 
ADVERTISING PROGRAMS 


NORMAN -WILLETS CO. 10. INDUSTRIAL AND SCIEN- 


316 W. Washington Bivd. Chicago, Ill. TIFIC RESEARCH 














Equip Your Field Men 


with Qolleifiex Cameras 
for Better Stills 


OLLEI cameras are ideal for making pictures indoors or out- 
R doors — and for action shots of all kinds, in rapid sequence, 
if desired. It’s easy to convert them into brilliantly sharp slides for 
projection, or to enlarge them for use in sales portfolios. With a 
Rollei, you see each picture before you make it. And you get 
twelve in the popular, practical 2% x 2” size on a roll of 120 or 
B2 film. 

There are now five different models in the famous Rollei line, 
as follows: 


Rolleicord la, with Zeiss Triotar £/4.5 lens in 
Compur shutter (speeds up to 1/300) ...$57.50 


Rolleicord II, with Zeiss Triotar £/3.5 lens in 
Compur shutter (with speeds up to 1/300) $77.50 


1 x 4 em. Rolleiflex, with Zeiss Tessar {/2.8 
lens in Compur Rapid shutter, with case $125.00 


New Standard 6 x 6 em. Rolleiflex, with Zeiss 
Tessar £/3.5 lens and {/3.1 finder lens, Compur 


Rapid shutter, with case........... $128.50 


New Automatic Rolleiflex, with Zeiss Tessar 
{/3.5 lens and ultra fast (£/2.8) finder lens, Com- 
pur Rapid delayed-action shutter, automatic film 
thread, ete., complete with case....... $152.50 





If your dealer cannot supply full information and literature on 
genuine Rolleiflex and Rolleicord cameras, write: Dept. 328 


BURLEIGH BROOKS, INC. 


127 WEST 42ND STREET, NEW YORK CITY 














Sales Showmanship 


@ A new dimension has entered into 
the everyday life of the salesmanager. 
Affecting his contacts with salesmen 
in the field, it offers dramatic possibil- 
ities now being rapidly realized by a 
number of organizations. 

By the simple device of recording 
home-office messages, “pep” talks and 
other helpful sales material, the sales 
executive may bring the magic of his 
own voice to the men outside, may thus 
exert far more influence in pushing cer- 
tain ideas than less effectual means of 
letterwriting, etc. In the office, too, the 
portable recorder is being used for 
picking up important group discus- 
sions, making records of long-distance 
phone calls where small details and 


(Continued in the next column) 


VAPORATING FILMS 


The Peerless Vaporate Film Treatment, 
used by United Artists, 20th Century- 
Fox, and other major Hollywood produc- 
ers, is now available to movie makers 
throughout the country, through Bell & 
Howell dealers. Complete equipment for 
treating film by this life-prolonging proc- 
ess has been installed in Bell & Howell’s 
Chicago factory. For this treatment 
meets the three basic requirements in- 
volved in prolonging the useful life of film. 

Motion picture film is a strange com- 
modity in that when it is ready to pro- 
ject it is expected to exhibit properties di- 
rectly opposite to those it must have be- 
fore the picture is made. Until its task of 
recording the image is completed, the 
film must, for chemical reasons, have a 
low melting point, it must be soft, and it 
must be porous. After it has been returned 
from the manufacturer’s reversal proc- 
essing laboratory (or, in the case of nega- 
tive film, after it has been printed), the 
properties desirable for a long and useful 
life are a high melting point, toughness, 
and imperviousness. 

The Vaporate Film Treatment imparts 
those very qualities to the finished film. 
The film is made tougher, yet retains its 
pliability. It is made impervious, yet it is 
lubricated externally. Its melting point 
is many degrees higher. It is difficult to 
scratch, will not absorb oil or excess 
water, will not retain finger marks, and 
will not dry out and become brittle. 

Of course the Vaporate process does not 
remove dirt and oil from the film. It is 
earnestly recommended that all film 
which has collected dust and finger marks 
be cleaned before it is Vaporated. 

To accomplish this cleaning efficiently 
and economically, special cleaning and 
polishing equipment has been added to 
the Bell & Howell film laboratory. The 
highly efficient Cinex machine, hitherto 
used only in Hollywood for the polishing 
of valuable negatives, has been adapted 
by B&H engineers to clean and polish 
16mm. and 8mm. film prints. This clean- 
ing and polishing service is available 
through Filmo dealers at the nominal 
rates which are quoted in the accompany- 
ing price list. 





THE PRESTO 
Model M 
Dual Turn- 
table Re- 
corder Has 
Two 12” 
Turntables, 
Sells at 
$550.00 














specifications might otherwise have been miss- 
ed, and for general training of clerks and work- 
ers in improved voice technique. 

The present-day recorder such as is offered 
by R.C.A. Victor, Presto, Radiotone and other 
dependable manufacturers, is a complete unit 
requiring no extra processing or treatment of 
the record. With the addition of inexpensive 
“play-back” reproducers (portable phono- 
graphs adjusted for varying record speeds) , 
the salesman, dealer or anyone else can play 
the records in the field. A great many organiza- 
tions now bring transcriptions of radio pro- 
grams into the field where salesmen can replay 
them for dealers. 

Costs, including microphones, reproducers 
and a supply of uncut records, begin at about 
two hundred dollars for the complete outfit. 


VOICE REPRODUCER 
MANUFACTURERS: 
Bell & Howell Co., 1801 Larch- 

mont Ave., Chicago, Illinois. 
Ampro Corporation, 2839 N. 
Western Ave., Chicago, Ill. 
DeVry Corporation, 1111 Armi- 
tage Ave., Chicago, Illinois. 
RCA Victor Mfg. Co., Camden, 
New Jersey & Prin. Cities 





THE PRESTO MODEL J RE 


cording Phonograph and all sound slide equipment 
Retails at $169.50 manufacturers (pages 1X & X) 





BRITELITE-TRUVISION 
De Luxe Model “A” Screen 


Box-type model, instantly 
sets up anywhere, on a 
desk, chair, counter. 
Easily carried from place- 
to-place. Ideal for sales 
meetings, demonstrations, 
employee gatherings, etc. 
New wide angle crystal 
beaded screen surface 
shows bright, clear glare- 
free pictures. Contained 
in solid wood case, cov- 
ered with fine quality 
leatherette. Case is nickel 








Available in sizes from 22x30 
. inches to 54x72 inches. Write 
trimmed, and has a leath- for catalog describing the 


er handle. full Britelite-Truvision line. 
MOTION PICTURE SCREEN & ACCESSORIES CO., INC. 
351 West 52nd Street New York City 











COMING ATTRACTIONS 


In the next number of 


BUSINESS SCREEN: 


*% Screen Advertising: Resuming the Series 
with Three Interviews 

*% How a Bankers’ Association Won State- 
wide Goodwill With a Film! 

*% Trade Follows the Film, An Article by W. 
Adolphe Roberts 


To be Published in Early September 
Reserve Your Copies Now! 
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THiS iS haRD TO REAd, 
iT STRalINs yOuReYES... 


Its appearance distracts too much 
attention from the message — 


SCRATCHES 
SPOTS 
STAINS 


WwW Distract attention from the subject matter 
of your film. The best planned production 
ean’t do its job unless it is properly pre- 
sented on the screen. 

The Research Council of the Academy of 
Motion Picture Arts and Sciences reports, 
after exhaustive tests, that... 


“These tests indicate that because of the fact 
that a film preservative contributes to the 
better projection as well as longer life, all 
release prints should be given some treat- 
ment before being placed in use.” 


LI 
eats, 


VAP, RATE 


ee 


WwW is used for over five hundred million feet 
of entertainment, industrial and educa- 
tional film annually ... because years of 
experience have proved conclusively that 
it is the best means of assuring better pro- 
jection and longer useful life. 
Fraction-of-a-cent-per-foot-cost . . . 24 hour 
nationwide facilities . . 


your own dealer, 


service ... . through 


producer or laboratory. 


Bell & Howell Co. 
1801 Larchmont Ave. 





Vaporate Co., Inc 
130 W. 46th St. vw 
New York, N. Y. 





Hollywood, California 





























PROJECTION SERVICE 


A COMPLETE 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pictures. 
The non-theatrical service includes supplying projec- 
tors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th Street, N.Y.C. Lexington 2-9850 


Local operating points in upper N. Y.—N. ]. and Conn. 























16mm. 35mm. 


ACTION 
Motion Picture Service 


358 West 44th Street New York City 
Completely equipped for servicing all makes of 
35mm. or 16mm. sound or silent equipment. 


Equipment 





Operators 











FILM LIBRARIES 








PLANNED 16mm. MOVIE PROGRAMS 
FOR ALL ORGANIZATIONS 


OO Oe 
NATIONAL FILM PROGRAMS 


INCORPORATED 


342 Madison Avenue New York City 








presenting 


“SOPHIE TUCKER” 


in a musical filled with swing and rhythm 
1 reel .. . 16mm. sound 


PICTORIAL FILM LIBRARY, Inc. 


130 West 46th St. New York City 














A BUYERS’ GUIDE TO EQUIPMENT 


Detailed information furnished without obligation by the Business 
Sereen Service Bureau on all lines listed in capital letters below 


l6omm. SOUND PROJECTOR MFRS. 
.2839 North Western Ave., Chicago 
1801 Larchmont Ave., Chicago 
.100 East Ohio Street, Chicago 
.1111 Armitage Ave., Chicago 
a ere oe Rochester, New York 
Soe ldeeean 1813 Orchard Street, Chicago 
1921 Oxford Street, Philadelphia 
. Davenport, Iowa 


AMPRO CORPORATION . ‘s 
Beit & Howeii Company. 
Classroom Laboratories, Inc 
DeVry Corporation. ; 
Eastman Kodak Company........ 
Holmes Projector Co............ 
Universal Sound Projectors. ...... 
Victor ANIMATOGRAPH CORPORATION 


35mm. SOUND PROJECTOR MFRS. 
ne) Bee .1111 Armitage Ave., Chicago 

181 8 Orchard Street, Chicago 
92 Gold Street, New York City 
— 4431 West Lake Street, Chicago 

CONTINUOUS MOTION PICTURE PROJECTOR MFRS. 

AMPRO CORPORATION ....... .2839 North Western Ave., Chicago 
Bett & Howeit Company ....1801 Larchmont Ave., Chicago 
Advitagraph Corp............ 305 West Broadway, Louisville, Ky. 
Akeley Camera Company. 175 Varick Street, New York City 
Advertising Projectors, Inc.. 10 W. 33rd Street, New York City 
Contimovie Sales Corp.............. 52 Vanderbilt Avenue, New York City 
Victor ANIMATOGRAPH CORPORATION...........0000000008 Davenport, Iowa 


SLIDE PROJECTOR MFRS. 
152 W. 42nd Street, New York City 
= eles 100 E. Ohio Street, Chicago 
(Selectroslide ) .86 Third St., San Francisco, Calif. 
SOUND SLIDEFILM PROJECTOR MFRS. 
E.ectro-Acoustics Props. Div. of Macnavox Fort Wayne, Indiana 
OperRADIO MANUFACTURING COMPANY... St. Charles, Illinois 
Sound Projects Company . 3140 W. Walton Street, Chicago 
Talking Sales Pictures, Inc.. 540 North Michigan Ave., 
Wesster Evectric Company. Racine, 


DeVry CorporaTION...... 
Holmes Projector Co... : 
International Projector Corp. 
Motiograph, Inc... 


CONTINUOUS AUTOMATIC 
Color Illustrations, Inc. es 

Society For Visua. Epucation, 0G... 
Sprnpier & Sauppe, Inc 


Chicago 
Wisconsin 


SILENT SLIDEFILM PROJECTOR MFRs. 
Society For Visuau Epvucation, Ine 100 E. Ohio Street, Chicago 
Spencer Lens Company. Buffalo, New York 
International Industries, Inc... .Ann Arbor, Michigan 
Intercontinental Marketing Corp. 10 E. 40th St., New York City 

GLASS & TRANSPARENCY SLIDE PROJECTOR MFRs. 

Society For Visuau Epvucation, IN¢ 100 E. Ohio Street, Chicago 
Spencer Lens Company. Buffalo, New York 
International Industries, Inc... . Ann Arbor, Michigan 
Intercontinental Marketing Corp. 0th St., New York City 
Eastman Kodak Company. .Rochester, New York 


WE 


SCREENS AND ACCESSORIES 
DaLire Screen COMPANY... . .2723 North Pulaski Road, Chicago 
Hurley Screen Company .24-15 48rd Ave., Long Island, N. Y, 
Motion Picture Screen & Acc essories C orp., 351 W 52nd St., New York City 
Raven SCREEN CorRPORATION................5 314 E. 35th St., New York City 
FILM STORAGE CABINETS 
Com™MerciAL Meta Propucts Co. .2251-61 W. St. Paul Ave., 
NEUMADE Propucts CoRPORATION .427 W. 42nd St., 
PROJECTION TABLES & STANDS 
resis 2839 North Western Ave., Chic 
2723 North Pulaski Road, Chicago’ 
..1111 Armitage Ave 
427 W. 42nd St., 
REELS, REWINDERS, SHIPPING CASES 
: 2839 North Western Ave., 
.1801 Larchmont Ave., 
2251-61 W. St. Paul Ave., Chicago 
.. 1111 Armitage Ave., Chicago 
105 W. 40th St., New York City } 
$27 W. 42nd St., New York City 
Davenport, Iowa 


Chicago 
New York City 


AMPRO CORPORATION 
DaLirte Screen Company. 
DeVry CorPoRATION.......... 
NeEUMADE Propucts CORPORATION 






.. Chicago 
New York City 


AmprRO CoRPORATION 
Bett & Howeit Company 
CoMMERCIAL Meta Propv¢ mC oO 
DeVry CorporaTIoN. , 
Kin-o-Lux (Reels, Cases) . 

NEUMADE Propucts CoRPORATION 
Victor ANIMATOGRAPH CORPORATION 


Chicago 
Chicago 


RAW FILM STOCK 
Eastman Kodak Company, Motion Picture Film Division, Rochester, New York 
J. E. Brulatour, Inc.. ee acets 1500 Broadway, New York City 
J. E. Brulatour, Inc.. ...1727 South Indiana Ave., Chicago 
J. E. Brulatour, Inc... 6700 Santa Monica Blvd., Hollywood, California 
IN 65 rn boo de whos 0 ag aiaraiein clearest Binghamton, New York 
DuPont Film Manufacturing Corp... ..Nine Rockefeller Plaza, New York City 
COLOR PROCESSES 
...823 No. Seward St., 
Thirty Roc kefe ‘lle ar Plaza, 


Technicolor, Inc... Hollywood, California 
New York City 

. Burbank, California 
Hollywood, California 


Cinecolor, Inc... . ( 
( 
Hollywood, California 
( 
( 


Cinemachrome C orp... : 
Cosmocolor, Inc.. . 

Dunning Process Co. 
Telco-Corp.. ... , 
Consolidated Film Industries, Inc.. 
Eastman Kodak Company (Kodachrome) 


1108 Lillian Way, 
1040 Las Palmas Ave., 
. .982 N. LaBrea Ave., Hollywood, California 
257 N. LaBrea Ave., Hollywood, California 
959 Seward, Los Angeles, California 
a echere ts Rochester, New York 
PROFESSIONAL CAMERA EQUIPMENT 
Ampro Corporation (Gumbiner Camera) 2839 North Western Ave 
Betz & Howett CoMPANY............00000. 1801 Larchmont Ave 
Berndt-Maurer Corp.. . : .117 E. 24th St., New York City 
DeVry CorPoRATION............. .. 1111 Armitage Ave., Chicago 
Mitchell Camera Corp., 665 N. Robe rtson Blvd., West Hollywood, California 
Morton Picture CAMERA Suppty. 723 Seventh Avenue, New York City 
Art Reeves Motion Picture Equipment, 7512 Santa Monica Blvd., Hollywood 
PROJECTION LAMPS 
General Electric Company, Incandescent Lamp Dept.. 
Rapiant Lamp Corporation. . 
Westinghouse Lamp Company 


°9 Chicago 
., Chicago 


.Nela Park, Cleveland 
268 Sherman Avenue, Newark, N. J. 
30 Rockefeller Plaza, New York City 
PHOTOELECTRIC CELLS 
a ee era eae 1111 Armitage Ave., Chicago 
General Electric apy Schenectady, New York 
G-M Laboratories, Inc. 1731-35 Belmont Ave., Chicago 
Hygrade-Sylvania C orp. Bike Cried .Clifton, New Jersey 
RCA Manufacturing Company, Inc. _.201 No. Front St., Camden, N. J. 
Westinghouse Electric & Mfg. Co. East Pittsburgh, Pa. 








PRECISION 


does make a difference 
in Projection Lamps 


BRILLIANT PICTURES — Filaments are lo- 
cated with precision equipment to align 
perfectly between reflector and lens. 


LONG LIFE—Each lamp is accurately 
rated and stamped with correct wattage. 
Cheap inaccurately rated lamps, not so 
marked, are a poor buy at any price. 


COMPLETE SATISFACTION Every 
Radiant Lamp must be good because we 
dare not prejudice our only source of in- 
come by any compromise with absolute 
perfection. 


Ask your Producer or write to: 


RADIANT 
LAMP 
CORP. 


260 SHERMAN AVENUE @ NEWARK, N. J. 














RAVEN BUSINESS SCREENS 


..... are business builders. 


Don't take our word for it. Those who make film 
their business have checked and rechecked all 
screens. M.G.M. and Loew's use Raven Screens in 
their theatre circuits. Eastman Kodak is using Raven 
Screens exclusively, for Kodachrome projection, at 
the World’s Fair. These people know screens. They 
specify Raven Screens. 

You too should specify Raven Screens. 
That industrial film sales help you prepared 
so carefully will look better on a Raven 
Screen. The technical division of the Raven 
Screen Corporation will gladly cooperate 
with you in selecting the one screen surface 
and mount best suited for your purpose. 
Write Department B 4 for illustrated leaflet 
and other information. 


RAVEN SCREEN CORPORATION 
314-16 East 35th Street e New York City 














KODACHROME SLIDEFILMS 


35mm * 16mm 
Silent or Sound 


Geo. W. Colburn Laboratory 


1197 Merchandise Mart . Chicago 











An ultra-modern 
ostelry in the 
Roast of Chicago 
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COMMERCIAL METAL PRODUCTS CO. 


Designers and Builders of: 


BUSINESS & EDUCATIONAL FILM DEPARTMENT 
EQUIPMENT & ACCESSORIES FOR 
EDITING, STORAGE & SHIPMENT 
. 

FILM STORAGE & HANDLING 
CABINETS, BENCHES & TABLES 


Designed and Built to your Specifications 
e 
METAL SHIPPING CONTAINERS 
Cut Shipping Costs! Light-weight Metal Cases of Extra Sturdy, 
Double-Strength Construction 
* J 


COMPCO PIC-A REEL PORTABLE PROJECTOR 
FILM CASES STANDS 


Solve the Small Film Library Stor : 
age Problem Featuring the Indi Made for Easy Handling and Steady 


vidual Film Selector Performance 


YOUR EXACT NEEDS STUDIED & ESTIMATED BY METAL SPECIALISTS 
WITHOUT OBLIGATION 






PHONE 
ARMITAGE 1123 

















REJUVENATION of FILM 


The Recono Process Described 


@ A photographic film contains colloidal 
systems which tend to change as the film 
ages. This change develops serious symp- 
toms: the film shrinks and tends to be- 
come dry and brittle. The mechanical 
strains and stresses to which dry and brit- 
tle films are subjected during use soon 
cause a breakdown of perforations. 

The nature of the photographic emul- 
sion, and likewise, of the base, makes it a 
receptive medium for accumulating mois- 
ture, oil, and dirt. The substances of 
which the emulsion is composed are not 
highly resistant to abrasion and scratches 
appear in a short time under normal use. 
These scratches become receptacles for 
dirt. The dirtier a scratch, the worse it 
appears when projected. Therefore, when 
a film becomes scratched during the first 
run, which may occur on poor equipment 
or on good equipment improperly oper- 
ated, subsequent use of the film will make 
these original scratches more and more 
apparent. In addition, new scratches will 
be added constantly, and in a short time, 
it has acquired the “rainy” appearance 
which has been a source of much per- 
turbation. 

By the rejuvenation process, scratches 
and abrasion marks on both the emulsion 
and celluloid sides of negatives and posi- 
tives are removed. Dry, brittle film is re- 


The Ampro Voltage 
Regulater has been de- 
signed to aid projection 
where line voltage is too 
low or too high. Assures 
115 volt output where 
line voltage varies from 
80 to 125 volts. 








stored to an elastic condition, and warped 
film is straightened. The removal of 
scratches is effected by causing a tempo- 
rary swelling of the celluloid and emulsion 
layers, thus bringing together the walls of 
the scratches. After the swelling is re- 
duced by drying, the walls of the 
scratches adhere. Elasticity is restored by 
impregnating the celluloid with material 
to take the place of the material that has 
evaporated. Neither distortion of the film 
nor disturbance of the relative positions 
of the silver grains results from this treat- 
ment. 

Industrial and educational organiza- 
tions have found Recono service of great 
economic value. By restoring their used 
prints to good screening quality, they 
saved the cost of buying new prints and 
were able to use the savings towards the 
purchase of new subjects. 

Films that are stored away for future 
generations often become unusable be- 
cause of chemical deterioration. Impor- 
tant films should be inspected periodical- 
ly — merely keeping a film in a can in the 
vault does not insure its preservation. 











2251-2261 W. ST. PAUL AVENUE ° CHICAGO 
SELECTED RESORTS FOR THE 







OVER 300 MILES 
OF BEAUTIFUL 
SHORELINE 
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al these Cook Lecbees 





- Mew low Koy Rates! 





DISCRIMINATING 


OME AND PLAY! 
HOT SPRINGS 


/ NATIONAL PARK, ARKANSAS 
. / Rebuild your pep and restore health. Outdoor spurts are 
=a i , bracing and invigorating, and the healing waters of 47 
— SA ' ‘ Government owned and supervised thermal springs give new 


lite and happiness in America’s favorite vacation land 
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HOTEL APARTMENTS & BATHS 


RE MTLACHIN MANAGER 
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AT BOTH HOTELS TWO MEALS FROM ra DAY 
ALSO 


SELECT EITHER ONE OF THESE FINE HOTELS 
As a guest of the Majestic or the Eastman your visit to Hot 
Springs is sure to be a success. Set in private parks, famous 
for quality service and food, both hotels operate 
gqovernment-supervised bath houses in connection 








mark on Nantucket. 
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Sankaty Head Lighthouse, a picturesque land- 


BUSINESS EXECUTIVE 


Come to SEA CLIFF INN 
on NANTUCKET this Summer 


Superb Swimming, Sailing, Golf, 


Tennis, Fishing, Riding, Cycling 


and other Sports 


ANTUCKET, quaint old home 

port of whaling ships and clip- 
pers, has a charm all its own. Here 
you will find everything you have 
always hoped to find in a vacation 
spot — and nothing undesirable. 3 
good golf courses. Surf and shel- 
tered bathing. Cocktail lounge and 
concert music. Enjoy a perfect holli- 
day with us — where the air is cool, 
the water is warm, and the people 
are friendly. 


The SEA CLIFF INN is now under new man- 
agement. Many improvements have been made, 
including 40 gleaming, modern tile baths. 
with tubs and showers. American Plan rates 
from $6.00 a day single, $11.00 a day double, 
up. Splendid cuisine. Rates on cottages upon 
request. Write for descriptive folder and 
rates. Reservations should be made in ad- 


vance. 


SEA CLIFF INN and Cottages 


ARTHUR JELLIS, Pres. 


NANTUCKET, MASS. 
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122 EAST 42nd STREET 
CORNER OF LEXINGTON AVENUE 


NEW YORK CITY 


SHOW IT FIRST IN THE CHANIN AUDITORIUM! 


% Many of America’s foremost makers and users of business films have found that 
the unique and impressive location of the CHANIN AUDITORIUM (on the 50th floor 
of the nationally-known CHANIN BUILDING in the heart of New York’s Grand Central 
Zone) compels both the attendance and the attention of the important people you want 
to reach. Here, convenience of access is combined with isolation from distracting out- 
side activities. 
The CHANIN AUDITORIUM offers not only complete, permanently installed mo- 
tion picture equipment, but also stage and broadcasting facilities. About 200 comfort- 
, able, opera-type chairs, ample lounges, foyers and express elevators assure the comfort 
of your guests. Adjoining the Auditorium is space suitable for displays, demonstra- 
tions of products and for serving of refreshments. 
For complete information, including available dates for the season of 1939-1940, 


address 


CHANIN MANAGEMENT, INC., 122 EAST 42nd STREET, NEW YORK CITY 





Q 
The more of\thée_’right people” see your picture, the more it multiplies in value. 


A national organization. operating continuously and exclusively for Jam Handy distribution 
customers, is set up to put suitable pictures before any and every type of audience, 


non-theatrical or theatrical, provided your picture has been edited for theatrical appeal. 


Group Selling 


A total of 21.753 picture showings to 7,178,490 people 
in selected areas have been conducted in recent months 
by the Jam Handy staff of professional projectionists lo- 
cated in 26 strategic cities. These 21,735 audiences in- 
cluded: women’s groups, school and college groups, 
luncheon and fraternal groups, war veterans, payroll 


groups, social and civic clubs. 


Theatrical 


More than 6,000 theatrical playdates were arranged and 
completed for the one-reel educational pictures of one 


customer; more than 2,000 playdates for another. 


As sales representatives for General Screen Advertis- 
ing, Inc., we can place “one-minute movies” in the pro- 


grams of approximately 8,400 theatres. 


The JAM HANDY Organization 


Sales Meetings @ Slidefilms @ Talking Pictures @ Convention Playlets 


* New York 


19 West 44th Street 
VAnderbilt 6-5290 


* Hollywood 


7046 Hollywood Boulevard 
HEmpstead 5809 


* Chicago 
35 East Wacker Drive 
STAte 6758 


* Detroit 


2900 East Grand Boulevard 
MAdison 2450 


* Dayton 


405 Mutual Home Building 
ADams 5208 








